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Rough Proofs 


A small-town agency man asked 
the composing room to set an ad- 
vertisement in “sans-seraph” type. 
He evidently meant that the job was 
to be handled by the printer’s devil. 


* * * 


A moving picture publicity man 
writes in to suggest that one of these 
days a producing company is going 
to get original and turn out a pic- 
ture featuring Morocco and _ the 
Foreign Legion. 


* * * 


Listerine, using unemployment as 
a copy idea, pictures the plight of 
the victim of you-know-what, who 
was fired on account of it. The copy- 
writer neglected to add, “He lost 
his place, but halitosis stayed on the 
job.” 

ok * * 


The old-fashioned idea that pub- 
lishers consider advertising as some- 
thing to sell to somebody else seems 
to be disproved by a few of the re- 
cent campaigns. 


* * * 


A financial advertiser addresses a 
reassuring message to “hesitant in- 
vestors.” These rare old conserva- 
tives, it happens, can usually be 
identified as last year’s most cheer- 
ful and light-hearted speculators. 


* * * 


The same advertiser reminds the 
world of “the inevitable deflation of 
speculative securities.” But it is 
rumored that even the most respect- 
able investments were deflated along 
with the rest of the list. 


* * * 


Miss Florence Clotworthy, secre- 
tary of the Association of Canadian 
Advertisers, was in the Red Cross 
during the war, a biographer points 
out. Her work with the association, 
however, is not confined to nursing 
sick appropriations back to health 
and vigor. 

* a oa 


Form students pore over the 
sheets which record past perform- 
ances of the nags entered for the 
morrow’s racing, but this has noth- 
ing to do with the interesting statis- 
tics that more text-books are sold 
each year than any other kind of 
volumes. 

* * * 


New York State is planning to re- 
quire the Better Business Bureau to 
take out a detective’s license. Some 
of the Wall-street pessimists would 
need both a detective’s license and a 
set of Uncle Tom’s blood-hounds to 
find even a trace of better business. 


* * * 


The decision in the packers’ case 
was pronounced satisfactory by all 
the parties concerned, thereby set- 
ting a record in modern litigation. 


* * * 


It is charged that the Postal Tele- 
graph Company refused to make its 
theater-ticket service available in the 
case of “Bad Girl,” running in New 
York. But this was not responsible 
for making Broadway “Girl Crazy.” 


* * * 


ADVERTISING AGE reminded the 
staff last week that we have started 
our second year. The first hundred 
columns are the hardest. 

Copy Cus. 


FALSE COPY IS 
STILL RAMPANT, 
SAYS HUMPHREY 


Reaffirms Ruling on Paid 
Testimonials 


Winter Park, Fla., Jan. 15—Com- 
paratively little headway has been 
made against advertising by fakers, 
Federal Trade Commissioner Hum- 
phrey told the American Institute 
of Statesmanship at its meeting un- 
der the auspices of Rollins College. 

Commissioner Humphrey reiter- 
ated the decision of the Commission 
that testimonial advertising which 
is paid for must be labeled accord- 
ingly. He devoted the major part of 
his address, however, to a confes- 
sion that thus far the purveyor of 
impotent medicines and like prod- 
ucts has been too elusive for the 
Commission. 

“The people of this country are 
annually robbed of hundreds of mil- 
lions of dollars by false and mislead- 
ing advertisements,” said the Com- 
missioner. 


“Brazenly False” 


“I do not refer to those in the 
twilight zone, but those that are 
shamelessly and brazenly false on 
their face—such as those holding out 
alluring promises of lucrative em- 
ployment to the unfit; those that are 
insidiously lewd and indecent; pat- 
ent medicine advertisements for in- 
curable diseases, frequently injuri- 
ous, never of any value, that rob 
the victim not only of his money 
but often of life; various methods 
for correcting bodily deformities; 
beauty creams and rejuvenating cos- 
metics—and perhaps the greatest of 
all just at present, the many antifat 
remedies, appliances, soaps, belts, 
powders and medicines; all of them 
fakes, all of them dishonest, and 
some of them dangerous. 

“The Department of Justice, the 
Post Office Department and the Fed- 
eral Trade Commission have all been 
trying to put these frauds out of 
business. But the result has been 
disappointing. 


Accomplished Little 


“We have accomplished compara- 
tively little. Such advertisers are 
fleeting and cunning crooks, and 
when proceeded against they fold 
their tents and silently steal away to 
commence their fraudulent work in 
some new locality under a new name. 
These scoundrels and thieves rob the 
poor, the ignorant, the sick, the 
afflicted and the credulous of not 
less than $500,000,000 annually.” 

For the benefit of those who be- 
lieve that the Commission is only 
joking about the necessity of label- 
ing paid testimonial advertising as 
paid, Commissioner Humphrey 
pointed out that action was recently 
taken to support the ruling that the 
publisher and the agency are just as 
guilty as the advertiser in any case 
of unfair competition. 

An agency agreed to desist from 
inserting copy for an advertiser 
against whom an order has been is- 
sued, and the publisher of a general 
magazine suspended publication of 
copy of five medicine advertisers. 


The General Electric Company has 
taken the ballyhoo out of merchan- 
dising its advertising to its distrib- 
utors and dealers and their sales- 
men, Wal- 
ter J. Dai- 
ly, sales 
promotion 
m anager 
of the re- 
frigerator 
division of 
the Cleve- 
land com- 
pany, told 
¥ the Chi- 

: cago Ad- 
Walter J. Daily vertis 
ing Council Thursday, January 15. 

Instead of waving flags and work- 
ing up enthusiasm to the boiling 
point, with an equally quick reac- 
tion, the company presents its pro- 
gram to dealers and salesmen in a 
common-sense way which has proved 
far more effective than the old-fash- 
ioned “revival meetings.” 


Mr. Daily’s address was one of the 
highlights of a three-day advertising 
conference held by the Council, with 
Bennett Chapple, vice-president of 
the American Rolling Mill Co., Mid- 
dletown, O., asking and answering 
“Who Profits Most from Advertis- 
ing?” Wednesday and John Howie 
Wright, editor of Postage and the 
Mailbag, appearing Friday. 

Mr. Wright attacked the defensive 
program of the Advertising Federa- 
tion of America, on the ground that 
advertising is doing a good job and 
needs no defense. : 

He said the new Pulaski stamps, 
placed on sale this week, will stimu- 
late direct mail by creating addi- 
tional attention. 

Throughout the three days, a di- 
rect mail exhibit held sway in the 
La Salle Hotel, giving Chicago ad- 
vertising men an opportunity to see 
some of the work of direct mail 
specialists, including letter com- 
panies, artists, engravers, paper 
houses, and manufacturers of equip- 
ment. 


Find New Basis for 
Merchandising G-E — 
$6,000,000 Drive 


Mr. Daily’s address was supple- 
mented by a two-reel moving pic- 
ture, “The Salesman’s Salesman,” 
which is used in selling the advertis- 
ing program to the distributing 
organization. 


Use Moving Pictures 


This picture indicated that sales 
are made by creating favorable im- 
pressions of a product, with a proper 
follow-up by salesmen, and that the 
aim of the $6,500,000 General Elec- 
tric refrigerator advertising is to 
create enough favorable impressions 
to wear down resistance and make 
prospects more susceptible to the 
appeal of the salesman. 


While it takes time for advertis- 
ing to create live prospects, the film 
emphasized, General Electric copy 
has been running so long, and in so 
many different places, that it is con- 
stantly developing a fresh new crop 
of buyers. 


The picture also indicated that a 
part of the General Electric refrig- 
erator advertising, in spite of the 
well known position of the female 
of the species as purchasing agent 
for the household, is being devoted 
to reaching the male. While he may 
not be the actual buyer, his opposi- 
tion may be a fatal obstacle to a 
sale, and he is not being overlooked 
as a factor in the G-E set-up. 


Every Medium Used 
Mr. Daily emphasized the fact that 
General Electric’s aim is to make 
these favorable impressions and that 


+it utilizes every tool available to this 


end. Newspapers get the largest 
share of the appropriation, followed 
by magazines and direct mail. How- 
ever, outdoor advertising, radio and 
every other recognized medium are 
included in the hook-up. 

Mr. Daily explained that this ad- 
vertising is based on the theory that 
the salesman’s sole job is to get 
orders, and that the company, the 
distributor and the dealer join 
hands to relieve him of every other 


(Continued on Page 11) 


Last Minute News Flashes 


Hotel Sales Remain in Bulk Classification 


The board of directors of the Audit Bureau of Circulations, meeting in 


ings of their own. 


Post. 


Chicago Members of A. N. 


Chicago members of the Association of National Advertisers joined the 
directors of the A. N. A. for luncheon at the Palmer House Thursday and 
enjoyed the discussion so much that they decided to hold monthly gather- 


Chicago Jan. 16, reaffirmed its decision to segregate bulk circulation from 
the net paid classification, but instructed the committee on newspaper forms 
to provide space in Paragraph 10 of the new form for such break-down of 
bulk circulation as publishers desire to make; also, if possible, to move 
Paragraph 10 from Page 2 to Page 1 of the form. 


A. Plan Monthly Meetings 


Joseph M. Kraus, advertising manager of A. Stein & Co., was appointed 
chairman of the committee in charge. 


General Magazine Carries Agony Advertisement 


Philadelphia, Jan. 16—What is said to be the first “agony” copy run in 
a general magazine appeared in the current issue of The Saturday Evening 


The copy, occupying one inch, consisted solely of the plea, “Horace! 
Please write your mother,” and a halftone of the young man. 


CAR PRODUCERS 
REACH CONCERT 
ON NEW MODELS 


One Manufacturer Expresses 
Scepticism 


New York, Jan. 15—One of the 
most important developments of the 
National Automobile Show last week 
was an agreement by leading man- 
ufacturers to confine announcement 
of new models to stated times, thus 
giving everybody an even start in 
the fight for public attention. 

This policy, if adhered to, would 
undoubtedly reduce promotion ex- 
penses of the manufacturers and 
that was the primary idea in back 
of the agreement. Yet, human na- 
ture being what it is, several of the 
manufacturers who have assented to 
the plan are openly sceptical that 
all concerned will live up to the 
agreement. 

The plan is not exactly new. It 
has been in operation for some time. 
One manufacturer who was whole- 
souled in his belief last year that, 
at last, one of the signal weaknesses 
of the industry had been overcome, 
has agreed again, but with his 
fingers crossed. 

In other words, he won’t bring 
out any new models until he hears 
that one of his rivals is planning 
to do so. In the meanwhile, how- 
ever, he will sleep on his blue prints 
and will not allow himself to be 
surprised as he says he was in the 
summer of 1930. 


Contemplate Nash Policy 

Other inside stories in circulation 
during the show concerned the in- 
terest manufacturers are taking in 
the new policy of the Nash Motors 
Company, which, as recently re- 
ported in ADVERTISING AGE, has to 
do with advertising delivered prices, 
instead of the old f. o. b. factory 
quotations. 

The plan divides the country into 
64 price zones, and was put over 
only after months of effort on the 
company’s part in bringing dealers 
into line. 

The advertising began November 
1 and in that month Nash sales rose 
to fourth place. In November, 1929, 
the company’s sales in units were 
2.43 per cent of the total for the 
industry, and in November, 1930, the 
percentage was 3.45. 

Since this success was achieved 
with a sales promotion plan which 
differed from that of the preceding 
year only in the advertising of de> 
livered prices, many manufacturers 
are wondering if it would not be 
wise to follow the Nash example. 
A number of leading dealers, restive 
under the old arrangement, have 
already adopted the Nash idea. 


Checking on Dealers 
Seeking to restrain dealers in- 
clined to increase the delivered 
prices excessively so as to provide a 
wider margin for trading, one man- 
ufacturer, well up with the first ten 
in volume, is sending each pur- 
chaser a form postal card, upon 
which he is asked to state the price 
he paid. The matter is taken up 
with the dealer if the amount is 
regarded as excessive. 
Some manufacturers are of the 
opinion that if the industry as a 
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whole would follow suit on the Nash 
policy, it would be a big step for- 
ward in stabilizing the business. The 
matter is closely related to the vary- 
ing trade-in practices prevailing, 
which threaten at times to plunge 
the entire industry into difficulties 
of the kind with which the tire busi- 
ness is now struggling. 

As non-partisans believe that au- 
tomobile values are fairly well 
standardized, sales figures in this 
field are being looked upon as an 
advertising and sales promotion 
criterion of unusual value. Interest 
is heightened by the fact that stand- 
ings are subject to quick and de- 
cided changes. 

Compiled from state records of 
license applications, the following 
figures show the sales of the first 
ten makes in November, 1930, the 
last month for which figures are 
available, compared with November, 
1929: 


Nov., Nov., 

1930 1929 

Percentage 
EE aaa 87.85 
Chevrolet ................... 22.21 21.24 
| eee 4.84 
a 3.45 2.43 
Plymouth 3 2.07 
Hudson-Essex ......... 2.99 5.05 
a 2.97 3.98 
Oakland-Pontiac.. 2.88 3.59 
Studebaker ............. 2.72 1.76 
OS 2.71 2.23 


One expert takes these figures to 
indicate that there is a strong trend 
toward medium-price cars, at the ex- 
pense of those at the bottom of the 
price ladder. 


Scull Launches 


New Radio Program 
The W. S. Scull Company, Cam- 
den, N. J., producer of Boscul coffee, 
will celebrate its 100th anniversary 
with a new radio series featuring 
Alda, Metropolitan Opera star. 
The new program will go on the 
air Wednesdays and Fridays. The 
agency is the F. Wallis Armstrong 
Company, of Philadelphia. 


Opens Agency 
Henry W. Welsh, former manager 
of Hollywood (Cal.) Shopping News, 
has established an advertising agency 
in that city. 


0, K’S RADIO 
PRICE QUOTING 


Washington, D. C., Jan. 15— 
That the Federal Radio Commission 
“frowns on” price quotations in 
radio broadcasts was denied by Har- 
old A. Lafount, member of the com- 
mission, in a statement on the com- 
mission’s policy. 

Mr. Lafount said listeners in 
so.ue sections of the country want 
price quoting and elaborate descrip- 
tions of commodities, which is in- 
formation they might otherwise not 
get. 

“If a community finds that its 
radio stations are exceeding what its 
listeners consider the limitation as 
to advertising talks, it has but to 
notify the Commission that the sta- 
tion, in the opinion of listeners, is 
not operating in the public interest,” 
said Mr. Lafount. 

The Commission, he explained, al- 
though it has no direct power of 
program censorship, may cite sta- 
tions for failure to operate in the 
public interest, and thus determine 
the merit of its program. 


“The Commission seldom receives 
complaints against stations for ex- 
cessive advertising alone,” he con- 
tinued. “In several instances we 
have held hearings at which charges 
of direct advertising were lodged, 
and usually there has been substan- 
tial listener support for such pro- 
grams.” 


Views of Commissioners 


Other members of the Commission 
in the past have expressed their 
views as to radio advertising. The 
chairman, Maj. Gen. Charles McK. 
Saltzman, retired, has held that al- 
though there are stations here and 
there which overdo this feature, 
American programs, on the whole, 
are the best in the world. Com- 
missioner Ira E. Robinson consist- 
ently has criticized “commercializa- 
tion” of broadcasting. 


The Commission, Mr. Lafount ex- 
plained, has received a report to the 


Fit Your 


Advertising Dollars 
to the Tempo of the 


Times !{! 


Formerly, lack of distraction 


fostered explanations... @ But 
restlessness has cheated read- 


ing time of its last century 
value . . . @ The headline era 
is here ... @ Pictures have 
taken the place of paragraphs! 
. . » @ Exclamations have sup- 
planted explanations! 


It does not take a fortune to 
capture the Detroit market — 
thoughtfully! . . . ( 6,600,000 
possible readings of your mes- 
sage EVERY DAY willdoit... 
@ Poster Advertising in Detroit 
will give you that—at a cost 
less than $100 aday. . . CHow® @@@ 
else can $100 a day do the job? 


VARIATIONS IN PERCENTAGE OF RETAIL 
BUSINESS DONE BY EACH GROUP 
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Anaheim, Calif. ......19.30 35.24 11.62 5.27 598 3.52 5.47 13.66 
San Mateo, Calif.....20.44 19.36 11.92 15.36 2.63 687 5.70 17.72 
Anaconda, Mont....36.15 18.72 10.58 6.77 9.23 3.79 1.40 13.36 
Remo, Nev. .nccce..cccccoo- 17.52 27.03 11.08 3.83 10.56 6.51 2.45 21.02 
Longview; Wash.....18.40 21.77 27.44 9.01 7.20 2.28 2.74 11.16 
Olympia, Wash......24.87 19.79 14.64 10.76 5.60 443 3.43 16.48 
Port Angeles, Wash. 20.86 27.27 14.70 9.69 4.94 4.03 4.54 13.97 
Walla Walla, Wash.20.98 22.38 16.03 8.04 5.52 2.49 4.30 20.26 
Yakima, Wash. ......18.12 30.76 1449 8.29 6.04 3.33 4.09 14.88 
Cheyenne, Wyo. .....19.66 27.12 8.35 9.05 843 6.26 6.11 15.02 
Phoenix, Ariz. ............ 15.00 26.02 13.66 10.36 5.08 5.50 6.26 18.12 
Eureka, Calif. .........20.99 28.01 18.16 5.73 6.60 4.32 2.44 13.75 
Billings, Mont. ........... 19.71 26.40 1445 8.60 7.68 6.04 1.98 15.14 
Eugene, Oreg. ........... 20.86 30.29 13.25 660 7.83 4.08 466 12.43 
Albuquerque, N. M.20.00 28.18 12.50 7.24 6.63 5.05 3.39 17.01 
Vallejo, Calif. ....24.18 30.29 11.47 3.97 662 5.56 3.84 14.07 
Boise, Idaho ..............12.04 28.71 238.03 4.67 4.99 422 3.94 18.40 
Ogden, Utah ............. 20.27 21.46 17.04 7.22 7.99 3.30 6.95 15.77 
Compton, Cal........... 28.34 25.18 640 13.04 634 5.72 3.48 11.50 
Butte, Mont... 21.038 22.45 13.77 5.17 10.07 5.13 5.14 17.24 
Grand Junction, 

See 33.12 21.36 12.80 6.27 6.25 3.67 4.31 12.22 
Tucson, Ariz................ 18.65 27.84 13.34 12.51 4.91 5.16 2.72 14.89 
Long Beach, Cal.....20.33 22.49 13.85 5.97 12.388 4.96 5.48 14.54 
Ventura, Cal.................. 20.06 23.35 10.86 14.35 7.55 5.59 4.52 13.72 
Helena, Mont. ........... 18.95 25.62 12.42 6.60 7.82 643 3.79 18.37 
Greeley, Colo.............18.08 33.44 12.29 9.20 496 3.52 3.22 15.29 
San Jose, Cal...........18.87 25.48 15.49 5.54 10.04 4.60 5.86 14.12 
Santa Fe, N. M......... 24.21 18.13 13.02 16.19 4.13 461 2.51 17.20 


— Bureau of the Census 


effect that Dr. Lee De Forest, presi- 
dent of the Institute of Radio Engi- 
neers, at a recent meeting of the 
organization, expressed the belief 
that radio is losing its appeal and 
that some steps immediately should 
be taken to rectify conditions. 

He suggested, according to the re- 
port, that several hours daily be 
devoted to broadcasting freed of all 
advertising, as the surest and most 
practical means of applying a 
remedy. 

Dr. De Forest was reported as 
having said that a “listeners’ strike 
against an overdose of advertising 
on the air” impended, and that “in- 
sistent ballyhoo of sales talk inter- 
rupts 70 per cent of entertainment 
programs, even over costly chains.” 


Coast Clubs 
Fix June 21-25 
for Annual Meet 


Long Beach, Cal., Jan. 15.—The 
Pacific Advertising Clubs Associa- 
tion fixed June 21-25 as the dates 
for its annual meeting, to be held in 
this city, at its mid-winter confer- 
ence. 

Clare McCord, of the Long Beach 
Advertising Club, is general con- 
vention chairman. A. Carman Smith 
is in charge of the program, and 
Guy T. Burroughs is departmental 
chairman. 

Gilbert T. Hodges, president of 
the Advertising Federation of 
America, attended the mid-winter 
conference in an effort to bring the 
P. A. C. A. back into the fold of 
organized advertising. 

The Pacific Advertising Clubs As- 
sociation withdrew from the A. F. 
A. last year, largely as the result of 
a disagreement over the dues to be 
paid the parent organization. No 
action has yet been taken on Mr. 
Hodges’ move for a reconciliation. 

The P. A. C. A. is composed of 
81 advertising clubs with an aggre- 
gate membership of 4,000. Herman 
A. Nater is president and Phil Bat- 
telle secretary. 


American Tank Car 
Adds General Magazines 


Institutional advertising stress- 
ing the diversity of the company’s 
products will feature the 1931 cam- 
paign of the General American 
Tank Car Corporation, of Chicago, 
according to the Fitzgerald Adver- 
tising Agency, New York, which re- 
cently took over the account. 


The company manufacturers spec- 
ial tank cars for use in the trans- 
portation of chemicals. General 
magazines, business papers and a 
few large newspapers will be used 
this year. Heretofore the company 
—_ advertised in business papers 
only. 


Suggests Plan 
to Curb Drive 
for Free Space 


Philadelphia, Pa., Jan. 15 — Ad- 
vocating a law which would make 
every sender of mail pay for its re- 
turn in the event the addressee, 
after reading it, did not wish to 
keep it, John T. Wagner, secretary 
of the Interstate Advertising Man- 
agers Association, provided the fea- 
ture of the annual meeting of that 
organization. 

While Mr. Wagner’s address was 
aimed at advertising matter sent to 
newspapers in the guise of news, he 
said that the idea might well be ex- 
tended to direct mail. 

The following were re-elected: 
President, David Knipe, North Penn 
Reporter, Lansdale, Pa.; vice-presi- 
dent, C. E. Stoneback, Daily News, 
West Chester, Pa.; secretary, John 
T. Wagner, Morning News, Potts- 
town, Pa. 

C. Wesley Stone, Evening News, 
Bridgeton, N. J., was elected treas- 
urer, succeeding C. L. McIlvaine, of 
that paper. Maxwell J. Gordon, of 
the Courier, Bristol, Pa., and Theo. 
J. Frietse, of the Intelligencer, 
Doylestown, Pa., were elected direc- 
tors, succeeding Gordon J. Kite, 
Times-Herald, Norristown, Pa., and 
R. S. Nightingale, Progress, Clear- 
field, Pa. 

Appoint Committees 

Arthur J. Scholz, Evening Jour- 
nal, Vineland, N. J., was appointed 
chairman of the publicity commit- 
tee, with E. C. Tomlin, Daily Re- 
publican, Millville, N. J., as_ his 
assistant. Mr. Gordon heads the pro- 
gram committee, with Mr. Frietse as 
the other member. 

Mr. Wagner asserted that the ad- 
vertiser who does not seek space in 
the news columns is at a disadvan- 
tage in competing with the one who 
does. 

“For every inch of space given 
away without charge, some other 
advertiser must pay or the publi- 
cation of the newspaper must ulti- 
mately cease,” he said. 

“If the money spent in an effort 
to get free publicity were to be in- 
vested in honest-to-goodness adver- 
tising, there would be a great saving 
and a corresponding advance in 
business. 

“Every person who uses the mails 
to send unsolicited matter should be 
compelled to post a bond to pay post- 
age for all such material which is 
returned.” 


Barker Promoted 


Winfield Barker, former advertis- 
ing manager of the Bank of Italy, 
Los Angeles, has become assistant 
advertising manager for the Bank 
of America, with which the Bank 
of Italy merged. 

He will have charge of Southern 


NEW SPIT COPY 
BLOOMS AFTER 
HIBERNATION 


Doctors’ Endorsements Fea- 
ture Cremo Campaign 


New York, Jan. 15—New and 
larger advertising campaigns for 
Lucky Strike cigarettes and the 
Cremo cigar, products of the Ameri- 
can Tobacco Company, began in the 
country’s newspapers during the 
past week. 

George Washington Hill, presi- 
dent of the company, sent telegrams 
to all newspapers on the list, say- 
ing: 

“The great growth in the sale of 
these popular brands, Lucky Strike 
and Cremo—unprecedented in tobac- 
co industry—has been made possible 
by the power of newspaper advertis- 
ing. 

“We are again, in 1931, increas- 
ing our newspaper advertising ex- 
penditure because we believe that 
this year, like 1930, will be a year 
of bigger business with us. Frankly, 
we do appreciate the power of pub- 
lic opinion generated through pro- 
per and intelligent newspaper ad- 
vertising.” 

The Lucky Strike copy will run 
in almost all city newspapers, while 
the Cremo advertising will run in 
a smaller list, though the largest 
thus far used. The cigarette copy 
will run semi-weekly for 20 to 22 
insertions and the Cremo twice a 
week at the start, insertions being 
gradually reduced in frequency. 


Stick to Theme 

The spit theme continues to be 
used for Cremo, supported by the 
endorsement of health officers. The 
first of these quoted was Dr. J. C. 
Eldridge, health director of Hamil- 
ton County, Tenn. The following 
letter from Dr. Eldridge featured 
the copy, under the display line, “I 
hope you do not abandon the at- 
tack”: 

“ ‘Spit’ is a filthy word. So is the 
practice of spitting. More serious 
than any consideration of nicety, 
however, is the very grave danger 
of contamination carried in the 
mouth secretions. 

“Your attack on this evil in con- 
nection with your recent cigar ad- 
vertising is an effective stroke which 
should do much to awaken the pub- 
lic to this peril. 

“T hope you- do not abandon the 
attack. If my endorsement is of 
any value, please feel free to pub- 
lish it.” 

A box at the bottom of the copy 
contained this admonition: “In this 
period of cold weather and cracked 
lips, above all insist on a cigar— 
free of the spit germ.” 


Agency for Chain 

Cutajar & Provost, Inc., New 
York, has been appointed advertis- 
ing agents for the Pediforme Shoe 
Co., with stores in New York, New 
Jersey, the Bronx and Westchester. 

Magazines, newspapers and busi- 
ness papers will be used. 


Phelps to Publicize 


Paris Exposition 

George Harrison Phelps, Inc., De- 

troit, has been appointed to handle 

publicity for the 1931 Paris Inter- 

national Colonial and Overseas Ex- 
position, which opens in May. 


Christiansen Becomes 


A. F. A. Field Manager 


H. E. Christiansen, of Chicago, 
former field secretary of the Cham- 
ber of Commerce of the United 
States, has joined the Advertising 
Federation of America, New York, 
as field manager. 


Mueller Has Agency 
V. Mueller & Co., surgeons’ in- 
struments and hospital supplies, 
Chicago, has placed its advertising 
with Simmonds & Simmonds of that 


California advertising. 


City. 
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ADVERTISING AGE 


LYONS EXPLAINS 
SUCCESSES OF 
CHAIN STORES 


Meet Modern Demands, He 
Tells Conference 


Winter Park, Fla., Jan. 15—The 
dominance of the chain store is 
neither inevitable nor preferable, 
Clyde William Phelps, head of the 
department of economics of the 
University of Chattanooga, told the 
American Institute of Statesman- 
ship, conducted here last week under 
the auspices of Rollins College. 

R. W. Lyons, executive vice-presi- 
dent of the National Chain Store 
Association, took up the cudgels for 
the chains. 

Dr. Phelps took the attitude that 
the competition of chain versus 
chain and positive remedial activ- 
ities by independents, will eventu- 
ally rob the chains of their present 
advantages. 

In estimating “The Chain As a 
Social and Economic Problem,” Mr. 
Lyons pointed out that the chain 
idea is no less than 500 years old. 
He believed that the development of 
the chains is due to four factors: 


Reasons for Success 


1. The concentration of sales 
areas arising out of the movement 
of people from the country to the 
cities. 

2. The facilitation of the cash 
and carry mechanism by the intro- 
duction of the automobile. 

3. The demand for reduction of 
the steadily rising costs of the neces- 
sities of life, which have mounted 
regardless of increased manufactur- 
ing efficiency. 

4. Instalment buying, with its up- 
ward revision of the standards of 
living through wider distribution of 
luxuries, and the consequent neces- 
sity for more careful budgeting of 
family expenses. 

He said that chain stores have 
brought to the field of distribution 
the same principles which have been 
successfully applied to manufac- 
turing. 

“Mass production and mass distri- 
bution have gone far by reducing 
processes to their simplest forms,” 
he said. “In the case of chain stores 
this takes the form of standardized 
equipment, standard stocks of mer- 
chandise, standard business pro- 
cedure and records. Chain stores 
have systematized employe training, 
store location, selling methods and 
advertising. 

“They have economized through 
intelligent buying, rapid turnover of 
minimum stocks and elimination of 
unnecessary service.” 


Buying Not Accountable 


Mr. Lyons said that nothing could 
be more illusory than the premise 
that the chains’ success is based 
chiefly on greater buying power. 
Basing his figures on studies made 
by the Harvard Bureau of Business 
Research, he said that in the retail 
dry goods field average turnover is 
2.1 times a year, or a complete turn 
every 174 days. Since this merchan- 
dise passes through the hands of the 
wholesaler, Mr. Lyons estimates 
that it requires 281 days to trans- 
port merchandise from the manufac- 
turer to the consumer. 

One of the leading chains turns 
its stock 4.3 times a year, transport- 
ing the merchandise from manufac- 
turer to the consumer in 85 days. 

Placing carrying charges for the 
inventory at 6 per cent, Mr. Lyons 
estimated that this chain saves the 
public $645,751 on each turn of 
stock. 


Has Cement Account 


The Procter & Collier Co., Cincin- 
nati, O., is now handling the adver- 
tising of the Kosmos Portland Ce- 
ment Co., Louisville, Ky. 


DEFENDS CHAINS 


_ 


R. W. Lyons 


Analyze Incomes 
of Subscribers 
to Magazines 


New York, Jan. 15—“Magazine 
Circulations — Qualitative Analysis 
by Incomes of Readers” has been 
published by the American Associa- 
tion of Advertising Agencies. It is 
the second qualitative study of cir- 
culations of general magazines, and 
brings up to date the information 
contained in the association’s first 
study, issued in 1926. 


The present study, while corrobo- 
rating the original findings, reflects 
changes which publishers have made 
in their circulation and editorial 
policies in the past four years. 


The new study is based on sub- 
scriber lists furnished by 64 leading 
magazines for 74 cities and towns 
scattered throughout the United 
States. 


The main facts revealed are the 

number and proportion of sub- 
scribers of each magazine in each 
income group. Subscriber families 
have been classified in six income 
groups: under $1,000, $1,000 to 
$1,999, $2,000 to $2,999, $3,000 to 
$4,999, $5,000 to $9,999, and $10,000 
and over. 
The occupations of members of 
each family gainfully employed and 
the rental value of the home were 
used as bases for classification, 
which, experience has shown, fur- 
nish a_ satisfactory measure of 
family economic status and corrobo- 
rate each other. 


The study has been financed by 
the American Association of Adver- 
tising Agencies, but copies can be 
obtained by advertising agencies, 
publishers, advertisers and others at 
$10 per copy. 

Like all A. A. A. A. research ma- 
terial, the report is protected by 
copyright and permission will not 
be given to quote it, except that each 
publisher who furnished subscriber 
lists for the survey may quote the 
findings regarding his own period- 
ical, without mention of other 
magazines. 


A study is now being made by the 
association of duplication in circula- 
tion of general magazines, and a 
report will be issued within the next 
few months. 


Dartnell Buys Kumler 
The Dartnell Corp., Chicago, has 
bought the prize merchandise busi- 
ness of the John M. Kumler Com- 
pany, of that city, and will operate 
it as a merchandise prize division 

of its sales contest department. 
Mr. Kumler has joined Dartnell 

as manager of the new division. 


Freeman to Lecture 

Arthur Freeman, former adver- 
tising manager for R. H. Macy & 
Co., New York, will give a series 
of 30 lectures on “An Outline of 
Merchandising.” They will be given 
every Tuesday and Thursday eve- 
ning in the Home Making Center, 
Grand Central Palace, New York, 


beginning February 3. 


No. 45 of a Series 


As we go 


~ Marchin 


to War 


The war in 1914 came as a shock 
to the world. With the exception 
of diplomats, close students of 
political history and military ex- 
perts, it was wholly unexpected. 
Today war talk is general. It is 
something which the man in the 
street is aware of and discusses. 
It has reached the point where 
the exact year of the next war is 
predicted—some say 1935; 
others 1932. The speeches of 
Mussolini, the rise to power of 
Hitler in Germany, and the 


threat of Soviet Russia, all have 


important discussion on the pros- 
pect of another war. It is written 
by Mr. Seldes with his eyes wide 
open to all the facts which are 
leading us toward war and to 
those which may act to halt it 
in time. 


George Seldes was a distin- 


guished foreign correspondent 


in Russia. He wrote about con- 
ditions in that country and in- 
sisted on telling about them as 
he saw them. He was asked to 
leave. He was correspondent 
for the same newspaper in vari- 
ous other countries of Europe. 
Later he was stationed in Italy, 
where he as usual insisted on 
writing of things as he saw them. 
Mussolini asked him outside. 
What are the facts? Are we 
that close to a war which, with 
all the progress of chemical war- 
fare, may be so terrible as to 
destroy mankind itself? Can any 
thing stop it? From his extensive 
knowledge of the European 
background and his personal 
experience with its present-day 
inhabitants and rulers, Mr. Seldes 
answers these questions. With 
the clearness of thinking and 
forthrightness of writing which 
has characterized his distin- 
guished career as a correspon- 
dent, he gives an amazing 
picture of Europe in a war-like 
mood and the few but striking 


factors which may serve to avert 


acted to stimulate a feeling that 


the next war is not far off. 


In Scribner's Magazine 


February, George Seldes writes 
the feature article “Is the Cannon 


Fodder Ripe?” It is a timely and 


for 


the disaster. 


FEBRUARY 


SCRIBNER'S 


Start Big Broadcast 


for Paint Group 

Henri, Hurst & McDonald, Chi- 

cago, appointed as agents for the 

Allied Quality Paint Group, will use 

43 stations of the National Broad- 

casting Company January 27, fea- 
turing Paul Whiteman. 


The group is made up of the Acme 
White Lead & Color Works, De- 
troit; Lowe Brothers Co., Dayton, 0; 
John Lucas & Co., Philadelphia; 
Martin-Senour Co., Chicago; Rog- 
ers, Detroit, and the Sherwin-Wil- 
liams Co., Cleveland. 


Approve H-O Oats 
The committee on foods of the 
American Medical Association, Chi- 
cago, has given the Hecker H-O 
Company, Buffalo, N. Y., permission 
to use the organization’s “accepted” 
seal in its advertising. 


Promoted by “Life” 
After five years with Life, New 
York, Joseph A. McDonough has 
been appointed Eastern advertising 
manager. He was formerly with 
the Conde Nast Publications. 


Coast Agency Moves 
The Botsford-Constantine Com- 
pany, San Francisco agency, has 
moved from the Standard Oil build- 
ing to the Pacific National Bank 
building. 


Price War Is 
Detrimental to 


Branded Cigars 


New York, Jan. 15—The price 
war on cigars in New York, which 
makes it difficult for dealers to get 
a fair profit on many nationally ad- 
vertised brands, is working to the 
detriment to the latter, according to 
the Tobacco Leaf. This paper says: 

“In hopes of finding some means 
of overcoming the handicap under 
which they labor as a result of the 
cut price war, retail dealers in many 
cases have had manufactured for 
them new brands which they are 
able to sell at moderate prices with- 
out having to meet the competition 
of the slashers. 

“This practice has extended to 
many parts of the city, and the 
number of private brands on sale is 
now much larger than it has been 
for several years, especially in those 
spots where rock bottom prices are 
prevalent. 

“The orders for more new brands, 
during the coming year, are likely 
to be even larger, unless the cutting 
now in progress is limited by a 
change in the trend of things. 

“In certain areas groups of tobac- 
conists are arranging to handle the 


same brands and sizes on a large 
scale, for the purpose of controlling 
numbers that may be relied upon to 
yield them a profitable return. 

“In most cases these numbers are 
being turned out by well known fac- 
tories, and in several notable in- 
stances the new products are actu- 
ally brands already popular with the 
public. 

“While the early months of the 
year will probably not witness many 
orders for private brands or con- 
trolled sizes not already on the mar- 
ket, the chances are that as soon 
as the post holiday relapse is over 
the movement will be accelerated by 
a fresh influx of orders.” 


Names Representatives 

The Vincennes (Ind.) Sun and 
Commercial has appointed Ford- 
Parsons-Stecher, Inc., as national 
advertising representatives. 

The Little Falls (N. Y.) Times 
has named the George B. David 
Company in the national field. 


Is Branch Manager 
F. Pratt Kuhn has become man- 
7 of the Hamilton, Ont., branch 
of A. McKim, Ltd., Montreal agency. 


Now a Monthly 
The Shoe and Leather Journal, 
Toronto, has changed from a semi- 
monthly to monthly. 
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Prices and Advertising 


Some of those who speak in be- 
half of advertising seem to feel that 
any change in the advertised price 
of a trade-marked product is a con- 
fession of weakness. Though it is 
true that advertising cushions the 
shock of violent price fluctuations, 
and that neither in upward leaps nor 
downward slides is the pace so rapid 
when quality and price have been 
standardized in considerable meas- 
ure through advertising, the fact 
remains that advertised commodities 
cannot avoid being influenced by the 
general price situation. 


In a recent editorial ADVERTISING 
AGE pointed out the desirability of 
stimulating business and making ad- 
vertising effort more productive by 
building more attractive propositions 
from the standpoint of price. Some 
important groups of advertisers, not- 
ably the automobile manufacturers, 
have already done this, with appar- 
ently good results. 


The current comment of Col. 
Leonard Ayres, vice-president of the 
Cleveland Trust Company, on this 
general subject is along the same 
line. This is what he says: 


“The greatest of our industries has 
succeeded in reducing the prices of 
its products so far as to make its 
offerings compelling bargains. Never 
before have such great values in au- 
tomobiles been made available for so 
few dollars. 


“If other industries would follow 
this example, and demonstrate their 
courage and initiative by making 


Tying Up With Local Outlets 


Probably more discussion of how 
to merchandise advertising in terms 
of the local outlet is going on at 
present than ever before. This is the 
result of the determination of adver- 
tising managers to make their ad- 
vertising more resultful by getting 
an immediate sales result where this 
is possible. 


What are some of the methods 
which are being used to establish the 
local tie-up? 


First, of course, is the plan of get- 
ting the local dealer to advertise the 
lines he handles. This is being ac- 
complished successfully in the case 
of many of the more important com- 
modities, from the price standpoint, 
such as automobiles, electric refrig- 
erators, radio sets, clothing, etc. 


Second is the more general use of 
signs, window displays and other 
means of identifying the store of the 
dealer who carries the advertised 
line. 

Third is the use of the dealer’s 
name imprinted on manufacturer’s 
literature sent out by the retailer. 


Fourth is the use of lists of deal- 
ers and distributors in the maga- 


real and prompt reductions in the 
retail prices of their products, the 
beginning of sustained business im- 
provement would be hastened. 


“Goods are being worn out, and 
savings accumulating, but buying is 
hesitant because people fail to find 
in many lines of retail goods the 
price reductions they expect when 
they read about the declines in 
wholesale commodities. 


“The automobile industry has 
shown that real reductions can be 
made, and it is to be hoped that 
their experiment will succeed, and 
that their bold lead will be followed 
by other industries.” 


Certainly advertising that broad- 
casts the good news of better prod- 
ucts and more attractive prices has 
a chance to do a bigger job than if 
it is asked to make the public want 
and buy the products om which no 
price reductions are in evidence. The 
load becomes unduly heavy. 


Manufacturers and their retailers 
can make their advertising invest- 
ments more profitable by making the 
products they advertise more attrac- 
tive to their prospective customers 
from this standpoint. 


A striking illustration that this 
fact is becoming more generally rec- 
ognized is indicated by a story in 
this issue, telling of the method 
adopted by a manufacturer to check 
up on the prices being quoted by his 
dealers and to bring prices that are 
too high into line. 


zine and newspaper advertising of 
the manufacturer. This is especially 
popular in connection with news- 
paper displays, where complete lists 
of neighborhood stores may be 
printed. 


Fifth is the listing of dealers in 
telephone directory and other forms 
of reference advertising. 


Sixth is the announcement of the 
dealer’s name in radio broadcasts. 


There may be other methods of 
getting local tie-ups between the 
manufacturer’s national advertising 
and the local store where the goods 
are available, but this list demon- 
strates that at all events the impor- 
tance of the problem is recognized 
and is being given attention. 


This is one of the most encourag- 
ing signs of the times. The decision 
of advertisers to make their adver- 
tising play a more definite and spe- 
cific part in actually moving the 
goods off the dealers’ shelves means 
that more and more the problem of 
directing the user to the local source 
of supply must be solved. The solu- 
tion may vary with the type of prod- 
uct and method of distribution, but 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


210. The Outlook. 


This is an interesting analysis of 
the men and women who read the 
New York magazine. It indicates 
that they form a market worth while 
in its own right and for its influence 
on the purchases of others. Of the 
readers surveyed, 65.7 own automo- 
biles, six out of ten are active in- 
vestors, and a large percentage are 
devotees of sports. Another feature 
is evidence as to the cost of orders 
received as the result of advertis- 
ing in The Outlook, in comparison 
with that of other mediums. 


204. Analysis of Circulation of 
Women’s Magazines Accord- 
ing to Family Status. 


In a series of three booklets, of 
which this is the first, Fhe Parent’s 
Magazine, New York, is presenting 
a survey by the Arnold Research 
Service of 5,358 women in 83 com- 
munities. The purposes were to class- 
ify the circulation of leading wom- 
en’s magazines by family status 
(married or single, age, number and 
age of children, etc.), and to ascer- 
tain at what time women buy house- 
hold merchandise and when they 
form brand buying habits. 


205. How to Sell the Hardware 
Trade Profitably. 

Based on the fact that 27.7 per 
cent of the hardware retailers do 
79.4 per cent of the total volume, 
and another 40.7 per cent do but 5.9 
per cent of the business, this book- 
let, published by Hardware Age, 
New York, makes recommendations 
for profitable sales management in 
this field. 


206. The Golden Medium for 
Advertising. 

This 25-page booklet, issued by the 
National Screen Advertising Bu- 
reau, Detroit, discusses all forms of 
moving picture advertising, includ- 
ing the new “sponsored films,” with 
reference to composition, production 
costs, circulation, etc. 


207. Three Generations. 


This is the somewhat ambiguous 
title of a profusely illustrated book- 
let published by Wallaces’ Farmer 
and Iowa Homestead, which, revers- 
ing the usual order, defines the in- 
terests of rural Iowa families and 
then tells with what editorial and 
associated activities they have been 
fed. Though written for market 
hunters, the booklet will also be 
found useful by copywriters who be- 
lieve that editorial themes serve 
advertising purposes. 

208. Fraternity Survey — Men’s 
Shoes. 

An analysis of 759 replies to a 
questionnaire sent to members of 
college fraternities by College Hu- 
mor, Chicago, to determine collegiate 
shoe preferences and buying habits. 
The brand preferences indicated pro- 
vide an interesting criterion of ad- 
vertising effort. 


209. The Largest Identified Market 
for Tobacco Products. 


This folder was issued by The 
Elk’s Magazine, New York, to call 
attention to the Elk’s well known 
appetite for tobacco, and to present 
some conclusions based on the less 
well known fact that three-fourths 
of the 800,000 Elks live in towns of 
from 2,500 to 100,000 population— 
“beyond the reach of many news- 
paper schedules and most national 
magazine concentration.” 


199. As They Like It. 


A brochure of excerpts from read- 
ers’ correspondence, edited by The 
Business Week, New York, in such 
a way as to tell the story of the 
magazine and to show the interests 


it is important to find it in each case. 


(Continued on Page 11) 


ADVERTISING CRISIS 


1es Lo 
illiams 


A 
Glonas 


A million dollar lingerie account is offered to an industrial 
advertising agency whose experience has been chiefly with steam 


shovels and such. 


Voice of the Advertiser 


Prohibition Copy 
Is Now Running 


To the Editor: In ADVERTISING 
AGE of December 20, you ran the 
headline, “Single Detail Halts Cam- 
paign for Prohibition,” and a story 
which gave an unwarranted impres- 
sion with regard to the work of the 
American Business Men’s Prohibi- 
tion Foundation. 

The Foundation was organized and 
chartered January 22, 1930, as a non- 
profit organization, to secure and 
disseminate constructive facts re- 
garding the results of national pro- 
hibition wherever it has been fairly 
and efficiently administered. 

During the past 12 months, the 
Foundation’s work has _ developed 
much more rapidly than was antici- 
pated and the response to its appeal 
for co-operation and contributions 
has exceeded all its expectations. 

Approximately 100,000,000  col- 
umns of material, prepared and re- 
leased by the Foundation, based 
upon authentic prohibition data, has 
appeared in the press of America 
during the past year, while the full- 
page advertisements which mark the 
beginning of its advertising cam- 
paign (nationwide) have already ap- 
peared in newspapers of general cir- 
culation, and of outstanding promi- 
nence in their particular localities. 

During those 12 months, contri- 
butions to the Foundation’s work 
have been received from nearly 3,000 
business, men and others represent- 
ing every state in the Union and the 
District of Columbia. These contri- 
butions were for the initial purpose 
of establishing the Foundation’s 
work and ranged from small 
amounts up to generous checks, from 
executives and men of affairs. 


The advertising campaign and 
$10,000,000 budget are just getting 
under way with the most encourag- 
ing and hopeful developments. 
Friends in every part of the coun- 
try are volunteering their assistance 
in promoting the plans, which have 
been carefully and painstakingly 
worked out. 


Ten million dollars is indeed but a 
moderate amount essential to the 
carrying on of the full program. As 
the initial period embraces 36 months, 
just beginning, we are not at all 
troubled and still less have any 


thought of “halting” our campaign 
for this maximum figure. 

Above all, we desire to banish 
completely, from all Foundation ma- 
terial, the crusading spirit, emotion- 
alism and the spirit of fanaticism. 

The Foundation believes America’s 
hope of true freedom vitally depends 
upon the preservation of the Eight- 
eenth Amendment. But it will be 
satisfied with nothing less than ade- 
quate proof that this is true, and it 
is perfectly willing to rest the future 
of National prohibition with the peo- 
ple, as these facts shall be brought 
to their attention. 


Frep D. L. SQUIRES 
Secty., American Business Men’s 
Prohibition Foundation, Chicago 
* * : 


They Swipe ’Em 
To the Editor: I enclose $1 for a 
year’s subscription to ADVERTISING 
AGE. Send it to my home address, as 
it’s a great sheet to be swiped. 
H. W. McGratH 
Webb Publishing Co., St. Paul, Minn. 


* * * 


Mr. Haynes Testifies 


To the Editor: For many years I 
have tread the advertising wine- 
press. Many times I have had to use 
illustrations for my dope. Whether 
my protest be important or not I 
hereby testify that I have never used 
the so-called modernized motif in art 
for my productions. 

To my mind it is ugly, repellent 
and abortive, seemingly the creation 
of a deranged mind. It confuses the 
mind of the reader, usually is out of 
tune with the theme of the adver- 
tisement and therefore weakens the 
force of the appeal. 


J. B. HAYNES 
Haynes Adv. Co., Omaha 


* * * 


A Thank-Y ou Letter 
And Some Art Work 


To the Editor: Permit me to offer 
my profuse thanks and bouquets 
(drawing of flowers) for the gen- 
erous article you gave Latz letters 
in your January 8 issue. 

I wish you and your splendid pub- 
lication great luck (drawing of 
horse shoe) and success for 1931. 

Harry Latz, Pres., 
Harry Latz Service, Inc., New York. 
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“Thrift Week’’ 
Is First of 
1931 Series 


Boston, Mass., Jan. 8—In an- 
nouncing its annual “Thrift Week,” 
to be held January 17-23, the John 
Hancock Mutual Life Insurance 
Company is tempering the advertis- 
ing wind to the shorn lamb. 

While the company has always 
been a stern advocate of a saving 
plan, the current copy announcing 
Thrift Week indicates that it feels 
it may have been a trifle too success- 
ful, and a more moderate vein is 
struck. 

“You don’t have to pinch pennies,” 
said one advertisement. “There’s a 
way to enjoy your income without 
becoming either a miser or a spend- 
thrift. 

“You can get your finances on this 
common-sense basis by using a John 
Hancock Home Budget sheet.” 

The company’s thrift advertising 
is based on the psychology that a 
family with money in the bank is a 
much better prospect for insurance 
than the one which is waiting for 
pay day for another good time. 

Thrift copy is running in the 
American Magazine, Nation’s Busi- 
ness, Fortune, Parents’ Magazine, 
Good Housekeeping, Time, Inde- 
pendent Woman, Normal Instructor, 
National Geographic, American Le- 
gion Monthly, Clubwoman, Business 
Week, Trust Company’s Magazine, 
and American Bankers Journal. 


Aldrich in Hartford 


Morgan C. Aldrich, formerly with 
Furniture Record, Grand Rapids, 
Mich., has become advertising man- 
ager of the Flint-Bruce Company, 
we retailers of Hartford, 

onn. 


Aesop Glim Gives 
Some Inside Stuff 


Rochester, N. Y., Jan. 15— 
George Laflin Miller, vice- 
president of the Lay Company, 
New York, told the local ad- 
vertising club: 
1—What the Big Chief writes 
is literature. 

2—To save time, try to group 
your interruptions. 

3—If you don’t understand it 
—it’s art. 

4—Ask and you may do busi- 
ness; ask often enough and 
you’re bound to. 

5—Insert a comma and save a 
paragraph. 

6—Don’t let creative guys get 
too executive. 

7—The spark of genius is an 
— capacity for raising 

n. 


Preston M. Nolan 
Accidentally Killed 


Preston M. Nolan, Chicago real 
estate appraiser, who entertained 
many advertising clubs throughout 
the country with his narratives, was 
killed at his home in Chicago Jan- 
uary 9 when an old gun, one of a 
number in his collection, went off 
as he was demonstrating its oper- 
ation. 

Mr. Nolan attributed much of his 
success to his persistent self-adver- 
tising. 


Publisher of German 


Newspaper Dead 


Paul F. Mueller, publisher and 
editor of the Abendpost and editor- 
in-chief of the Sonntagpost, German 
language newspapers of Chicago, 
died in that city January 9 at the 
age of 59. 

Mr. Mueller came to Chicago in 
1893 to cover the World’s Colum- 
bian Exposition and remained to be- 
come a power in the publishing field. 
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Series “He has only to look over the 
inform. list of his competitors, if he has 
announce. the courage to face the facts, 
and he will find that the law of 
averages predominantly favors \\ 
\ those that utilize the modern (| 
force of advertising and skilled 
merchandising.” 
P —Southern Advertising and Selling. 
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There are listed in the Scribner Sales 
Guide to the Architects of New York 
City and New York State: 


95 cities 
1480 offices of practising architects 
2300 names of firm members 
1504 telephone numbers 
312 specification writers 
265 designers 
207 key-draftsmen 
181 office managers 
5 engineers 
1 president 
1 vice-president 
1 treasurer 
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POR JANUARY 1951 % 


and you get . 


RATIONAL treatment 

of the profession of 

architecture in the editorial pages of 
a magazine has won more friends for 
The American Architect than at any 
other time in its history. I Business 
and art do not of necessity conflict. 
A business magazine in this field, as 
distinct from a plate service, has been 


received with open arms. 


Break an architect? into his 


component parts 


e e diplomat; mechanical and struc- 
tural engineer; office manager; 
lawyer; politician; research en- 
gineer; cost accountant; finan- 
cier; society man; employment 
manager; insurance broker; audi- 
tor; banker; public speaker; pur- 


chasing agent; salesman; judge. 


. 

Hearst Business Magazines 

Motor — American Druggist — American Architect — Aromatics 
57th Street at Eighth Avenue, New York, N. Y. 


Subscribe Now! 


Advertising Age 


will keep you posted on the significant developments in all branches of advertising. 


$1.00 A YEAR — 52 ISSUES 


Use the Coupon 


Advertising Age, 
537 S. Dearborn St., Chicago 


You may enter my subscription for one year. I enclose $1 (check, currency, or money 


order.) 
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SHOE DEALERS 
DEPLORE LACK 
OF STYLE SENSE 


Point Out Big Mission for 
Advertising 


Detroit, Mich., Jan. 15—“I see 
professional men wearing shoes in- 
tended for a different stratum of 
society. I see office men wearing 
shoes that belong outdoors, and I 
find factory men wearing the wrong 
types and wrong sizes of shoes. 

Stephen J. Jay, of Detroit, out- 
lined a potential job for advertising 
in an address before the annual con- 
vention of the National Shoe Retail- 
ers Association. 

“I am amazed,” continued Mr. 
Jay, “when I reflect that we have 
worked so hard on the improvement 
of men’s styles and the construction 
of shoes for the men of America, 
and have accomplished so little. 

“The only place where style is 
close to the heart of the consumer 
is on the campus of our colleges. 
Here is true interest in style.” ; 

R. Robert Smith, of Philadelphia, 
another convention speaker, urged 
revision of pricing, which means 
buying. 


Concentrate Buying 


“Concentrate your buying on a 
few fast-selling lines,” he sug- 
gested. “Advertise to, display to, 
sell to a few winning prices. Cut 
out everything between. Stop show- 
ing a different line of goods at every 
50-cent and dollar level simply be- 
cause you fear losing the customer 
who desires a particular shoe at a 
particular price. 

“Boil your selling plan down to 
those price levels which will provide 
your customer with the widest 
range of goods—the greatest value 
at a given price.” : 

R. E. Sager, Green Bay, Wis., 
told the convention that more sales 
are lost for lack of sizes than from 
any other one factor, including 
style and price. He went on record 
against skeleton stocks. ; 

The most elaborate style show in 
its history featured the convention. 
Margaret Case, fashion editor of 
Vogue, and Helen A. Cornelius, 
fashion editor of Harper’s Bazaar, 
were among the speakers. 


Chain Appeal Limited 


A. H. Gueting, of Philadelphia, 
who was re-elected for a fourth 
term, said that chains are unable 
to sell high-grade footwear because 
they have reduced store operation to 
a mechanical basis. 

“The chain store draws many 
from the masses to its storeS on an 
almost ‘serve yourself’ basis,” he 
said. R 

“This method permits the chain to 
effect certain economies, thus cut- 
ting overhead by 10 per cent. This 
service answers the requirements of 
many, but it cannot appeal to the 
customer who desires special atten- 
tion, individuality, personal service, 
practical advice, credit, proper fit- 
ting and delivery.” 

The National Shoe Travelers As- 
sociation, which also met, adopted a 
resolution urging the dealers to 
practice the “Buy Now” policy they 
have been preaching. The resolu- 
tion said that the practice of buy- 
ing in small quantities, necessitat- 
ing return trips by salesmen, is un- 
economical, unfair to the traveler 
and generally indefensible. 


Sales Manager Dies 
in Miami Air Crash 
Robert C. Smalley, vice-president 
and sales manager of the Stinson- 
Illinois Company, Chicago, was 
killed at Miami, Fila., _January 9 
when the plane in which he was 
leaving the All-American air races 


ee sshers were killed in the 
accident. 


MAGAZINE SERIES PROVIDES A CONVENTION THEME 


When dealers of the Caterpillar Tractor Company reached Peoria, III., last week for the annual 
sales convention, they found that the name had been changed to “Earthworm City” for the occa- 
sion in emulation of a series of stories running in The Saturday Evening Post. 

Walter H. Gardner is the Caterpillar advertising manager. 


To Censor Copy 
of Christmas 
Fly-by-Nights 


Cincinnati, O., Jan. 15—Plans of 
the Cincinnati Retail Jewelers As- 
sociation to curb the activities of 
the hordes of Christmas “jewelers,” 
who rent empty stores for the holi- 
days and then disappear after the 
harvest, are being watched closely 
by dealers and manufacturers in 
other lines, who are similarly 
afflicted. 

The association made the going a 
little less smooth than usual for the 
newscomers by indulging in a co- 
operative pre-Christmas advertising 
campaign, urging the public to deal 
only with established dealers. Twen- 
ty-seven jewelers participated in this 
advertising in the newspapers and 
via radio. 

In addition, it is planned to form 
a committee of three, representing 
the jewelers, the newspapers and 
the Better Business Bureau, to see 
that the dealers who enter business 
for the holidays only comply with 
the restrictions placed on the legiti- 
mate trade. 

By this plan, untruthful copy 
will be caught before it appears in 
type, instead of afterward, which 
has been the rule in the past. 


Two for Tracy 


W. I. Tracy, Ine., New York, is 
now handling the advertising of the 
Insuline Corporation of America, 
radio sets and parts. Newspapers 
and business publications will 
used. 

The same agency has been ap- 
pointed by the John G. Paton Com- 
pany, New York, Golden Blossom 
honey. 


Advertise Traps 


The Animal Trap Company of 
America has placed its account with 
Roland G. E. Ullman, Philadelphia. 

An increased program for jobber 
and dealer co-operation will supple- 
ment direct mail and advertising in 
sports and business papers. 


Joins Albert Frank 


Ethel Tosch has joined the Chi- 
cago office of Albert Frank & Co. 
Miss Tosch was formerly business 
manager of the Lyceum Magazine 
and secretary-treasurer of the Par- 
lette-Padget Company, publishers. 


Run Test Campaign 
for Lime Rickey 


The San Francisco office of Lord 
& Thomas and Logan is running a 
test campaign on the Eastern Sea- 
board for Ranier Lime Rickey, a 
product of the Ranier Brewing Co., 
San Francisco. 


” 


Bears Entire Cost 
of Special Section 


Hartford, Conn., Jan. 15.— 
The Aetna Life Insurance Co. 
and affiliated organizations 
bore the entire expense of a 
special rotogravure section of 
the Hartford Courant celebrat- 
ing the opening of the com- 
pany’s new home oflice. 

No advertising was solicited 
or accepted from contractors 
and suppliers. 


Radio Industry 
Is Developing 
New Markets 


New York, Jan. 15—While radio 
in automobiles has not been the im- 
mediate success expected, Radio Re- 
tailing believes 1931 sales will ap- 
proximate 300,000 sets for this field, 
at an average price of $60-$70. 

“In addition to products directly 
related to the radio receiver,” said 
Radio Retailing in its annual fore- 
cast, “there has been a marked 
tendency toward the distribution and 
sales of supplementary household 
items, particularly electric refriger- 
ators and household clocks. 

“The former is steadily gaining in 
favor; the latter is so closely con- 
nected with radio in the home that 
three influential manufacturers of 
radio sets have announced models 
with electric clocks and others will 
follow.” 


The biggest new market in sight 
for radio is the 3,000,000 urban and 
5,000,000 rural homes which are un- 
wired. The development of low-fila- 
ment drain tubes for dry battery 
receivers indicates 1931 sales of 
300,000 of the new type sets in this 
field. 


Guenther-Bradford 


Open Coast Office 


Guenther-Bradford & Co., Chi- 
cago, have opened a Los Angeles 
office with G. Bruce Carpenter as 
manager. 

Mr. Carpenter was formerly with 
the Lockwood-Shackleford Company, 
and more recently, with the Alden 
Advertising Agency. 


Casco Has Agency 


The Casein Mfg. Co. of America, 
New York, manufacturer of Casco 
waterproof glue, has plaved its ad- 
vertising with James F. Newcomb 
& Co., of that city. 

Consumer, dealer, educational and 
industrial publications will be used. 


Reappointed by Clicquot 


The Clicquot Club Company, 
Millis, Mass., ginger ale manufac- 
turer, has retained Danielson & 
Son, Providence, R. I., to conduct its 
1931 campaign in newspapers, mag- 
azines and radio. 


Pay Tribute to 
Cincinnati Post 
on Anniversary 


Cincinnati, O., Jan. 13.—A notable 
group of newspaper men gathered 
with 400 other guests at the golden 
anniversary dinner of the Cincinnati 
Post at the Hotel Gibson last night. 

The Post was founded in 1881 by 
the late E. W. Scripps as the second 
newspaper in the chain that later 
became the Scripps-MacRae League 
and still later, the Scripps-Howard 
Newspapers. 

Among the guests were Robert P. 
Scripps, chairman of the Scripps- 
Howard board, and son of E. W. 
Scripps; Heywood Broun and O. O. 
McIntyre, New York columnists; 
Edgar A. Guest, Detroit poet; Mayor 
Wilson, of Cincinnati; Marlen Pew, 
editor of Editor & Publisher; George 
B. Parker, editor-in-chief of the 
Scripps-Howard Newspapers; Wil- 
liam Philip Simms, Scripps-Howard 
foreign news editor; and Alfred 
Segal, Post editorial writer. 

All of these men were among the 
speakers, as were Frank W. Ros- 
tock, editor of the Post and president 
of the Cincinnati Post Publishing 
Co., and Ralph H. Quinn, business 
manager of the paper. 

Mr. Rostock recalled that Messrs. 
McIntyre, Wilson, Simms and Pew 
were Post reporters. 

Cincinnati civic leaders paid trib- 
ute to the success of the Post in 
fighting corrupt politics and helping 
to make Cincinnati “the best gov- 
erned city in America.” 

The program was broadcast by 
Station WLW. 


C. J. Land Forms 


Pittsburgh Agency 


C. J. Land, formerly with Bissell 
& Land, well known Pittsburgh ae 
vertising agency, has formed Land 

Viehman, a new agency with 


quarters in the Plaza buildi 
Pittsburgh. setae 


Made President 


Clifford F. Messinger, vice-presi- 
dent of the Chain Belt Sommer. 
Milwaukee, was elected president to 
succeed his brother, C. R. Messinger, 
who was recently made president of 
the Oliver Farm Equipment Com- 
pany, Chicago. 


Gold Dust Renews 


The Gold Dust Corporation, New 
York, has renewed its contract with 
the National Broadcasting Company 
and will continue to feature the 
“Affairs of Dinah and Dorah.” The 
agency is Batten, Barton, Durstine 
& Osborn. 


Moves to New York 


Walter Sackett, advertising agent 
of Rochester, N. Y., has moved his 
sales office to 370 Lexington avenue, 
New York. 


Consumer Is 
Beneficiary 
of Advertising 


That advertising has played a 
major part in raising standards of 
living and creating the benefits en- 
joyed by modern civilized people was 
the theme of Bennett Chapple, vice- 
president of the American Rolling 
Mill Company, Middletown, O., be- 
fore a joint meeting of the Chicago 
Advertising Council and the Asso- 
ciation of Commerce at the Hotel 
La Salle, Chicago, January 14. 

Mr. Chapple’s talk opened a three- 
day meeting of the Council under 
the auspices of the direct mail 
department, and was also the second 
of a series by prominent speakers 
under the auspices of the Advertis- 
ing Federation of America. The 
first was on “Who pays for adver- 
tising?” and the second answers 
“Who benefits from advertising?” 

“The public in general is the chief 
beneficiary,” Mr. Chapple said. 
“The advertiser spends his money 
for his own immediate profit, it is 
true, and the publisher, agency, 
printer and others who are needed 
in the work of producing advertis- 
ing likewise benefit. But in the long 
run the people get the advantages 
of quick use of the improved prod- 
ucts and services for which adver- 
tising provides a market.” 

Mr. Chapple pointed out that the 
general use of automobiles must be 


while the enjoyment of the benefits 
of modern plumbing and heating 
have resulted from the willingness 
of manufacturers of these products 
to spend money in acquainting the 
public with their advantages. The 
conveniences of life and the high 
standard of living known in Amer- 
ica have resulted primarily because 
of advertising. 

“A good analogy might be drawn 
between the advertiser and the 
farmer,” he pointed out. “The 
farmer raises the wheat for his own 
profit, but the people who consume 
it are the real beneficiaries of his 
effort. 

“When the dairyman produces 
and sells milk, he gets the money, 
but the children who need this milk 
for health and nourishment are the 
ones in whose interests the milk was 
produced. So with the advertiser— 
his advantage is real and immediate, 
but the users of the products which 
he makes are the final beneficiaries.” 

The talk was heard by an over- 
flow audience of more than 600. It 
was broadcast over station WMAQ. 


Boston’s New Members 

The following are new members 
of the Advertising Club of Boston: 

John M. Reilly, Southgate Press; 
B. R. McCormick, Walworth Mfg. 
Co.; Frank M. Tibbitts, The Farm 
Journal; William E. Gill, The Gill 
Publications; Wm. K. Embleton, 
Pneumatic Seale Corp., and Ralph 
J. Waite, The Miehle Printing Press 
& Mfg. Co. 


Klock Moves Up 
Evan M. Klock has advanced 
through several positions in the ad- 
vertising department of Lyon 
Healy, Chicago, to the post of adver- 
tising manager for all stores in Chi- 
cago and Cleveland. 


Ostermayer Is Dead 
George B. Ostermayer, 56, who 
for 40 years was publicity director 
of Woodward & Lothrop, department 
store of Washington, D. C., died 
there of paralysis. He was a founder 
of the Washington Advertising Club. 


McJohnston’s New Role 

Harrison McJohnston has been 
appointed sales manager of the Wal- 
lace-Homestead Company, Des 
Moines, the commercial printing de- 


eee of the Wallace Publishing 
0. 


Mushkin Is Growing 
William Mushkin & Co., Boston, 
have taken larger quarters at 38 
Chauncy St. The agency has spe- 
cialized in retail advertising but is 

now adding national accounts. 


Launch New Agency 
William E. Sigmund and Alvin 
Ehrlich, Washington, D. C., have 
founded the Sigmund-Ehrlich Adver- 


tising Agency in that city. 


largely attributed to advertising, 
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WILL CONTINUE 
PHOTOGRAPHS OF 
CAKE INTERIOR 


Royal Digs Up New Copy 
Theme 


New York, Jan. 8—The micro- 
scopic photographs showing wha: 
happens inside a cake while it is 
baking was so successful as a fea- 
ture of the fall campaign of the 
Royal Baking Powder Company that 
the same theme will be used through 
1931, with an enlarged appropria- 
tion supporting it. 

The campaign started with full 
pages in four colors in 138 general 
magazines and in black and white in 
22 others. 

These microscopic views are taken 
with a motion picture camera in the 
laboratory kitchens of the Royal 
Baking Powder Company by scien- 
tific food experts and dietitians, 
“who determined to find out why 
some cakes are coarse-textured and 
dry out quickly, while others are 
even-grained, and stay fresh and de- 
licious for days.” 

“J. W. T. News,” house organ of 
the J. Walter Thompson Company, 
the agency handling the account, 
had the following to say regarding 
the new copy theme: 


Seeking New Theme 


“Expert cake bakers have long 
known that cakes baked with Royal 
Baking Powder have an especially 
fine texture—that they stay fresh 
and moist longer than cakes baked 
with ordinary baking powders. 

“How to put this into convincing 
copy was the problem. 

“Testimonials of food experts and 
dietitians have been used in the past 
—with unusual success. 


“But this appeal, after doing good 
service for several years, has about 
worked itself out and we felt the 
need of a fresh theme. Someone 
suggested: ‘Wouldn’t it be interest- 
ing if we could see exactly what 
happens inside a cake while it is 
baking?’ 

“No sooner said than done. We 
secured the services of one of the 
best known chemists in the country, 
and of a leading photographic tech- 
nician. These two men, by the most 
painstaking work, obtained a motion 
picture record (through a micro- 
scope) of the baking of two cakes— 
one made with Royal Baking Pow- 
der, the other with a competitor. 
Except for the baking powder, the 
ingredients in both cakes were ex- 
actly alike. They were made and 
baked under identical conditions. 

“Every five minutes during the 
time the cakes were in the oven, the 
batter was photographed through a 
microscope—by a special secret set- 
up. This, we believe, has never been 
done before. When the cakes came 
from the oven, slices of each were 
photographed. 


Photographic Evidence 


“The pictures clearly show the 
gradual, even rising of the Royal 
batter. The bubbles of carbon di- 
oxide gas (caused by the baking 
powder mixing with the wet ingredi- 
ents) are tiny and of uniform size. 
The texture of the finished cake is 
fine and even. 

“But the second cake, made with 
a competitive powder, rose irregu- 
larly. Many big carbon dioxide gas 
bubbles appeared among the smaller 
and medium-sized bubbles. The pho- 
tograph of the finished cake reveals 
a coarse, uneven texture with fre- 
quent large ‘air holes’ and ‘tunnels.’ 

“To carry the experiment still 
farther, the cakes were kept for five 
days in a wooden bread box at room 
temperature. At the end of this 


to eat, but the other had dried out, 
crumbled and lost its flavor. 

“We took the precaution to have 
the experiment duplicated in an- 
other laboratory, the result being 
the same. 

“These facts and pictures pro- 
vided graphic material for a com- 
petitive new Royal campaign—and 
introduced a new idea into food ad- 
vertising.” 
The following magazines will con- 
tinue to be used during 1931: Ladies’ 
Home Journal, Woman’s Home Com- 
panion, McCall’s Magazine, Good 
Housekeeping, Pictorial Review, De- 
lineator, Cosmopolitan, True Story, 
Household Magazine, Country Gen- 
tleman, Successful Farming, Farm- 
er’s Wife, Better Homes and Gar- 
dens, Christian Herald, and 21 pub- 
lications having a class circulation. 


Heads New Division 

FitzGibbon & Crisp, Trenton, N. 
J., manufacturers of automobile 
truck bodies, have established a re- 
frigerated truck division. 

Russell A. Pickens, Jr., who has 
been with Servel Sales, Inc., has be- 
come manager of the new depart- 
ment. 


Houlihan Moves 
The Seattle office of James Houli- 
han, Inc., will shortly move from 
the Lloyd building to 333 Westlake 
North. The expansion was caused 
by the campaign for the new de- 
Vaux car. 


Christen Moves 


A. B. Christen, copy expert of 
New York City, has moved from 
420 cca avenue to 6 Church 
street. 


Fashion Always 
Logical, N. Y. 


Clinic Hears 


New York, Jan. 15—The intense 
interest of retailers in styles was 
indicated by a large attendance at 
the semi-annual fashion merchandis- 
ing clinic held this week by Amos 
Parrish & Co., at the Savoy Plaza 
Hotel. 


Mr. Parrish told the dealers, who 
came from as far as San Francisco, 
that fashion is always logical. 


“Fashions for the coming season 
are logical ones that will have ac- 
ceptance for logical reasons,” said 
Mr. Parrish. ; 


“Sources of inspiration for the 
spring season are Queen Victoria 
and the Empress Eugenie. Several 
fashions worn and liked by Queen 
Victoria will have acceptance during 
the coming season. There are also 
adaptations of the hoopskirt idea, 
originated and worn by the Empress 
Eugenie, and of other fashions pop- 
ular in France and England a hun- 
dred years ago.” 


The program at the clinic in- 
cluded recommendations for mer- 
chandising, advertising, sales pro- 
motion and fashion training. 


Savage Buys Crescent 


The Savage Arms Corp., Utica, 
N. Y., has purchased the Crescent 
Firearms Co., Norwich, Conn., man- 
ufacturer of shotguns. 


among the poor. 


period the Royal cake was still good 


When the depression came — and with it a saner reaffirmation 
of the virtue of saving and outright buying — these manufacturers 
of Quality Merchandise found that their sales to people of mod- 1 
erate means had sharply fallen off. 


Now, arises the question: “‘What is the prescribed strategy for 
those who must sell Quality Merchandise?’ We think the answer 
lies in concentrating their advertising in the publications which— 
with the very minimum of waste — reach those quality-conscious 
people who had money ten years ago, and last year; who have it 
this year; who will have it ten years hence. 


The mass market will ‘“‘come back.”’ But in the meanwhile sales 
must be made — and who now denies that the Class Market alone 
can be depended upon, in season and out of season, to be the back- 
log for the sales of Quality Merchandise? 


Nor should it be forgotten that the Conde Nast Group, time-tried 5 
and tested, offers advertisers not only the greatest concentrated 
coverage of this Class Market—at a surprisingly economical cost— 
but an editorial formula which gathers together readers who are 
deliberately looking for the best ways to spend their money. 


In those boom times many manufacturers of Quality Merchan- 
dise shifted an unprecedented proportion of their advertising into 
publications reaching the masses — though reaching them with 
enormous waste. Yet everybody seemed to be buying everything, 
so all advertising looked profitable. 


The strategy now is to 


CONCENTRATE on the 
unshaken CLASS market 


During the 1922-1929 boom, the coming of an economic mil- 
lennium was freely predicted—a day when money would circulate 
so rapidly that all would be prosperous. Spending rather than 
saving became almost a civic virtue and the mortgaging of one’s 
future through heavy installment-buying became fashionable even 


THE CONDE NAST GROUP 
OFFERS ADVERTISERS: 


Extremely high reader-buying- 


power—and a minimum of waste 


circulation for the advertiser of 
Quality Merchandise. 

9 The biggest concentrated cover- 
age of the Class Market—at a 
surprisingly low cost. 
Unsurpassed influence with 


high-grade department stores, 
shops, dealers. 


An editorial formula for each 
individual publication which 
stimulates interest in and de- 


sire for products advertised in 
that publication. 


A socially-active, free-spending 
body of readers whose influence 
over the buying ambitions of 
others less active, and of others 
of more moderate means, is 
immense. 


The Condé Nast Group 


VOGUE « VANITY FAIR » HOUSE & GARDEN 
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Turnbull Promoted 


After four years as Pacific Coast 
district sales manager of the Edison 
General Electric Appliance Co., 
Chicago, Ray W. Turnbull has re- 
turned to headquarters as_ vice- 
president in general charge of sales 
and advertising. 


Start New Plant 


The Farwest Lithograph & Print- 
ing Co., Seattle, has begun construc- 
tion of its new $75,000 plant. Ther- 
mostatic control of atmosphere will 
be a feature. 


Kruse’s New Work 


Kenneth A. Kruse, until recently 
with the Cincinnati Post, has be- 
come central-western manager of 
Modern Machine Shop, Cincinnati. 


Has Tractor Account 


George Harrison Phelps, Inc., De- 
troit, has been appointed to handle 
the overseas advertising of the 
Cleveland Tractor Company. 


The 
ONLY 
WEEKLY 
PAPER 
in its Field 


RETAILING offers to the 
advertiser the quickest-action 
medium for reaching the 
department store and the 
large home-furnishing shop. 


RETAILING 


A Fairchild Publication 
8 East 13th Street NEW YORK 


Criticism of 
Bureau Tribute 
to Its Potency 


New York, Jan. 
played by the Better Business Bu- 
reau of New York City in business 
and particularly in advertising, was 
described by its president, James C. 
Auchincloss, before the Chamber of 
Commerce of the State of New York 
at its meeting here. 

Mr. Auchincloss said that the 
Better Business Bureau was launched 
in New York eight years ago, being 
financed in part at the beginning by 
the New York Stock Exchange. 

“The Bureau tries to be fair and 
plays no favorites or politics,” said 
Mr. Auchincloss. “If there is cause 
to criticise the actions of our sub- 
scribers, we do not hesitate to do so. 

“In times such as these, there is 
always a feeling of discontent—dis- 
satisfaction with the powers that be 
—which manifests itself in the pub- 
lic’s attitude toward organizations 
that are trying to do something con- 
structive. The Better Business Bu- 
|reau has received its share of criti- 
cism. If it were not criticised, it 
would indicate that the organization 
is of such an impotent character 
that it does not merit attention.” 


Wallerstein Merges 
with Redfield-Coupe 


The Alfred Wallerstein Advertis- 
ing Agency, New York, has been 
merged with Redfield-Coupe, Inc., of 
that city. The entire executive per- 
sonnel of the Wallerstein agency 
has joined the merged organization, 
which will operate as _ Redfield- 
Coupe, Inc., from 247 Park avenue. 


Chain Tax Goes to 
U. S. Supreme Court 
The validity of the North Caro- 
lina chain store tax went to the 
United States Supreme Court this 
week. Nineteen chain store opera- 
tors are co-operating in the appeal 


from the decision of the State Su- 
| preme Court. 


WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 


like a lovy-dovy wedding cake? No! 


Typography made 


starkly repulsive by 


the “back-to-ugliness” cultists? No! 


We stand, squarely between the two, 


for the naturalness that 1s art and 


the beauty of simplicity 


LEE & PHILLIPS, INC. 


Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE COMPANY, INC. @ FREDERIC NELSON PHILLIPS, INC, 
GRAPHIC TYPESETTING CORP. 


@ CAXTON TYPOGRAPHERS, INC 


15—The part | 


POSTPONES MEET 


W. Johnson 


Mr. Johnson, who is president of 
the Screen Advertisers Association, 
has announced a postponement of 
the conference scheduled in New 
York for January 28-30. 

Mr. Johnson is the organizer of 
the Theatre Service Corporation, 
which offers advertising on a na- 
tional, standardized basis in 4,000 
motion picture houses reaching 15 
million people weekly. The produc- 
tions are known as “Screen Broad- 
casts.” 


Show Methods — 
of Distribution 
in 6 Industries 


Washington, D. C., Jan 15—The 
Bureau of the Census has issued re- 
ports on the 1929 census of distribu- 
tion for six industries. 

Sales of household laundry ma- 
chines in 1929 amounted to $80,064,- 
000, 63.7 per cent of which were 
made to retailers, 25.3 per cent to 
wholesalers, 6.2 per cent to indus- 
trial and other large consumers, and 
0.6 per cent direct to homes. Sales 
through manufacturers’ sales 
branches accounted for 4.2 per cent. 

Sales of scales and balances ag- 
gregated $25,302,000, 59 per cent 
going to dealers and 41 per cent to 
users. The percentage of sales made 
through manufacturers’ agents, sell- 
ing agents, brokers and commission 
houses was 3.6. 

Sales to printers and publishers 
accounted for 69.2 per cent of 1929 
printing ink volume of $42,751,000. 
Sales through manufacturers’ sales 
branches accounted for 19.4 per cent, 
and to dealers, 11.4 per cent. a 

Sales of matches amounted to $19,- 
595,000, 72.3 per cent being made 
through manufacturers’ wholesale 
branches, 22.5 per cent to wholesal- 
ers and 5.2 per cent to retailers. 
Sales made through selling agents 
and similar estabiishments were 6.4 
per cent of the total. 


Industrial consumers bought 65.7 | 


per cent of the $46,171,000 worth of 
steel springs produced in 1929. Sales 
to wholesalers accounted for 3.2 per 
cent; sales through manufacturers’ 
sales branches, for 0.7 per cent, and 
to retailers, 2.4 per cent. 

The volume of the total moving 
through manufacturers’ agents, sell- 
ing agents, brokers and commission 
houses was 2.6 per cent. 

Retailers are the largest buyers of 
sewing machines, parts and attach- 
ments, taking 65.9 per cent of 1929 
sales of $44,684,000. Wholesalers 
bought 16.1 per cent, and industrial 
and other large consumers, 18.0 per 
cent. Only 2.8 per cent of the total 
sales were made through manufac- 
turers’ agents, etc. 


Made Vice-Presidents 


Paul Thomas and Ruth Harring- 
ton have become vice-presidents of 
Lydon, Hanford & Kimball, New 
York agency. Mr. Thomas is an 
executive member while Miss Har- 
rington directs the agency’s style 
service. 


Hoffman With Agency 


H. G. Hoffman, former advertis- 
ing manager of the Allis-Chalmers 
Mfg. Co., Milwaukee, has joined the 
Dyer-Enzinger Company, advertis- 
ing agency of that city. 


EMPLOYES TAKE 
PAGE IN DAILY 


St. Paul, Minn., Jan. 15—Em- 
ployes of the Zinsmaster Bread 
Company, wholesale bakery of Du- 
luth, banded together to insert a 
full page advertisement in one of 
the Duluth dailies without the 
knowledge of their employer. 

H. M. Thompson, vice-president 
and Northwest manager for the Por- 
ter-Eastman Company, told the 
story as follows: 

“Knowing that I handle the adver- 
tising for the Zinsmaster Company, 
employes of the Duluth plant got in 
touch with me through the foreman, 
who is head of the ‘Zinsmaster Club,’ 
a social organization to which all 
employes belong. 

“At a meeting of the club they con- 
ceived the idea of contributing from 
their own pockets and paying for 
the publication of a page advertise- 
ment, which duly appeared in the 
Duluth News Tribune’s Sunday 
edition. 

“The Zinsmaster Club was billed 
for the space.” 


Testimonial to Employer 


The advertisement was addressed 
to “The Housewives of Duluth and 
Vicinity,” and it said in part: 

“This advertisement is being in- 
serted and paid for by the under- 
signed employes of the Zinsmaster 
Bread Company. We are doing this 
both as a testimonial of fair and 
square treetment by a kind employer 
and as a request that housewives of 
this territory assist in a small way 
in bringing business back to nor- 
mal,” 

The copy explained that no Zins- 
master employe has had his working 
hours reduced or his pay cut, and it 
continued : 

“Here’s our request: If you bake 
at home, won’t you make it a point 
to buy two or three loaves of our 
bread each week? 

“If you buy your bread and do 
not bake at home, buy a couple of 
extra loaves per week. It will only 
be a matter of a few cents and it 
will help us feel that we are earning 
our money and justifying the faith 
of a concern that, through parlous 
times, has kept faith in its town, its 
employes and its product.” 


Join Winter Agency 


Arthur Brammer and J. F. Mc- 
Millan have joined the N. A. Winter 
Advertising Agency, Des Moines, 
Ia., the former as art director, and 
ae wane as member of the copy 
staff. 


To the Housewives of Duluth 
and Vicinity — 


Kill Quantity 
Discount on 


Roof Products 


Some large maiufacturers of as- 
phalt shingles and roofing products 
have adopted a new sales policy for 
1931. 

They have abolished quantity dis- 
counts and all dealers, jobbers and 
roofers, regardless of size or classi- 
fication, are subject to the same dis- 
count on purchases of stock which 
they sell at retail. 

The new policy provides that for 
stock which the jobber or distributor 
takes into his own establishment and 
reships he is to receive a service 
commission which is considered a 
ae charge. The service com- 
mission, however, will be payable 
only on receipt of an affidavit that 
the stock has been actually resold. 


Camel Cigarettes 


Have Biggest Year 
The R. J. Reynolds Tobacco Com- 
pany, manufacturer of Camel ciga- 
rettes, set a new high record for 
earnings in 1930, net profit avail- 
able for dividends amounting to $34,- 
256,000, compared with $32,210,000 
in 1929. 


Join Women’s Club 


Mary Spreitzer, advertising man- 
ager of the juice extractor division 
of the California Fruit Growers, 
and Helen Touzalin Holloway, of 
the Kier Letter Service, are new 
members of the Women’s Advertis- 
ing Club of Chicago. 


Agency for Madelon 
The advertising of Madelon Modes, 
Inc., is now being handled through 
the New York office of the Joseph 
Katz Company. 


ADVERTISING MANAGER FOR A DAY 


au — 
he Fe 


Max Teagarden (left) receiving instructions from #. J. 
Shurtz, sales manager of the Broadway Department Store, Los 
Angeles, in the seventh annual High School Day. 

About 250 students of advertising and salesmanship staff the 
entire store on these annual occasions, practicing some of the 
theories they have been absorbing. 


Jani 


MI 
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MISS ROBERTS 
BIVES TIP TO 
WOMEN'S CLUB 


“G, K. W.” Will Save Lots of 
Argument | 


The question of the number of 
commas to be placed in a sentence 
provokes as much vigorous debate in 
the editorial offices of a national 
magazine as in advertising quarters, 
Willa Roberts, managing editor of 
the Woman’s Home Companion, told 
the Women’s Advertising Club of 
Chicago January 13. 

Miss Roberts said punctuation and 
capitalization create the most dis- 
sension in the editorial staff. As for 
punctuation, an editorial policy to- 
ward _ simplification, particularly 
with regard to superfluous commas, 
has been established. Debates on 
capital letters still provoke the vio- 
lent natures of all the editors, she 
confessed. 


“Negro,” formerly lower case, will 
henceforth be capitalized in the 
Woman’s Home Companion, because 
the Association for the Advancement 
of Colored People requested it. As 
for “state,” meaning a territorial 
division, there is a rule that it should 
be “state of mind” and “State of 
Virginia.” 


One or T’other 


“When I am asked to give my 
opinion as to what the rules for capi- 
talization should be,” said Miss 
Roberts, “ I try to look as intelli- 
gent as I can and then prophesy that 
the trend will be either toward the 
French, which capitalizes only proper 
nouns, or the German, which capi- 
talizes all nouns. That usually ends 
the discussion.” 

Apropos of the rules of grammar, 
Miss Roberts said her favorite maga- 
zine, next to the Woman’s Home 


Companion, is American Speech, 
published by the University of 
Nebraska. 


As in an advertising office, differ- 
ent members of the editorial staff 
are held accountable for copy, art 
work, engraving, etc. As a parting 
gift, Miss Roberts told her audi- 
ence of her invention for ending 
inter-staff arguments on the subject 
of delayed materials. It is to write 
“G. K. W.” on the work order, which 
stands for “God knows when.” 


As for submitting proofs to au- 
thors, Miss Roberts declared that, 
like all editors, she does so with 
great reluctance and under extreme 
compulsion. She admitted, however, 
that she was glad at times that she 
had been forced to do so. 


Wrong Preposition 


“TI once titled an article by Walter 
Lippman ‘The Evils of Lobbying’,” 
she explained. “It dealt with lobby- 
ing at Washington to show that such 
activity can be both evil and mer- 
itorious. 

“Mr. Lippman returned the proof 
with the title corrected to read ‘The 
Evils in Lobbying.’ I was grateful, 
because the changed title perfectly 
expressed the sense of the article, 
whereas the original title did not.” 


“On another occasion, proofs of an 
interview with a prominent states- 
man in Washington were returned 
by him with ‘Fine material for Sec- 
retary of State’ tacked to the end.’” 

Miss Roberts implied that the ad- 
dition presented a difficult problem, 
and left her hearers to their own de- 
ductions as to why it was permitted 
to stand. 


Everybody Does It 


A strong current of sympathy was 
evident when the speaker admitted 
that even the editors of the Woman’s 
Home Companion make mistakes oc- 
casionally “as anyone must who 
works with so many facts and facets 
of facts.” So that mistakes may be 


PUBLISHERS’ CHOICE 


W. C. Allen 


Mr. Allen, who is with the Dakota 
Farmer, was elected president of 
the Agricultural Publishers’ Asso- 
ciation, Chicago, last week. 


terial is checked by several authori- 
ties on the subjects covered. 

Partly as another precaution 
against errors, articles are decided 
upon and put into work as far in ad- 
vance of publication as possible. In 
the interval, all editors make sug- 
gestions based on an independent in- 
vestigation. As a final step, their 
material is checked against the 
author’s work. 

Miss Roberts said that about 50 
per cent of the finished editorials are 
used. The magazine has two favor- 
ite editorial subjects—child labor 
and the Japanese beetle. Most others 
are topical. 


Says Agencies 
Are Giving Too 
Much Service 


Agency service cannot be stand- 
ardized because the type and de- 
gree of service depend upon the 
product to be sold and other factors, 
C. C. Younggreen, president of the 
Dunham, Younggreen, Lesan Com- 
pany, Chicago, told the Northwest- 
ern University School of Commerce 
January 15. 

Mr. Younggreen’s lecture was the 
12th and last in the university’s 
series on “Modern Tendencies in 
Advertising.” 

The method of giving service, 
however, has been brought to a high 
degree of standardization by the 
American Association of Advertising 
Agencies, he said. 

Mr. Younggreen confined his dis- 
course to the 10 per cent of the 
agencies which are doing 70 per cent 
of the national advertising, because 
“their clients are doing 70 per cent 
of the business.” 

“It is quite obvious,” he com- 
mented, “that these agencies hold 
those clients because they are mak- 
ing the advertising pay.” 

He listed these things as among 
those modern agencies are called on 
to do for clients: 

1. Secure a trade-mark, patent, 
or copyright, in order to safeguard 
the promotion investment. 

2. Present arguments against the 
raising or lowering of a tariff. 

3. Complain of infringements be- 
fore the Federal Trade Commission. 

4. Re-style quality, design or 
package for a product. 

5. Revise prices, discounts and 
sales terms. 

6. Realign distribution, covering 
re-location of territories, sales force, 
dealers, jobbers. 

7. Adjust distribution policies and 
methods—resale, direct. 

8. Adjust sales policies — terms, 
instalments. 

Mr. Younggreen said that the 
number of activities, trivial and 
otherwise, found necessary by many 
agencies to hold clients has de- 
veloped into a “vicious circle.” 

Net average profit of better than 
average agencies is but 2.5 per cent, 
he said, about 10 per cent of the 
gross income being spent to help 
the client do a profitable advertising 


as few as possible, all editorial ma- 


job. 


URGES PROFIT 
MANAGEMENT 
AS OBJECTIVE 


New York, Jan. 15—Advertising 
managers were urged to be better 
business men—to pay more atten- 
tion to “profit management”—in an 
address before the Advertising Club 
of New York yesterday. 

The speaker was Lee H. Bristol, 
vice-president of the Bristol-Myers 
Company and president of the Asso- 
ciation of National Advertisers, who, 
with Bernard Lichtenberg, of the 
Alexander Hamilton Institute, retir- 
ing president of the A. N. A., was 
the club’s guest of honor. 

Mr. Bristol urged advertising man- 
agers to stick to the ideal of “profit 
management,” even though it led 
them far from the confines of the 
advertising offices before they 
reached their goal. 

“Not many years ago the word 
distribution had no definite meaning 
for us,” said Mr. Bristol. “The term 
distribution was still to be coined. 
Not that there were no advertising 
managers and sales managers and 


sales promotion managers and all of 
the rest. I suspect that there were 
too many of them—each hammering 
away at his own little peg and hav- 
ing little or no idea what the other 
fellow was doing. They knew quite 
definitely that they were all there to 
make profits for their companies but 
they had no organized plan or sys- 
tem of attack. 


See Whole Canvas 


“Today there are a great many in- 
dications that that situation is be- 
ing changed. We are beginning to 
look at the whole picture instead of 
our own little snapshots. 

“Every day we hear more and 
more frequently the titles of distri- 
bution director or editorial director 
or the sales and advertising director. 
Those titles are indicative of a trend. 
They mean that the ramifications of 
our distribution functions are becom- 
ing so extensive that they must be 
co-ordinated if we are to succeed in 
profit management. 

“Successful distribution has out- 
grown the swaddling clothes which 
it wore in the early part of the cen- 
tury. Then a million dollar adver- 
tising campaign was unheard of and 
a much smaller sum than that, prop- 
erly spent, could put a manufacturer 
far ahead of his competitors. The 
first million dollar appropriation was 
created less than 20 years ago. Last 


year there were 50 such appropria- 
tions. 

“When every one began to adver- 
tise it gradually developed that the 
manufacturer who captured the most 
business was the one who made his 
product most readily available or 
who saw that his product gave more 
and more satisfaction to the buyer. 
In either case this meant service. 
Today almost all of us are selling 
service in addition to products. 
That, of course, has made the distri- 
bution function much more compli- 
cated. It also tended to disorganize 
it. New selling plans and schemes 
entered to complicate the picture. 

A Big Problem 


“In short, distribution has become 
so interlocked, so entwined and so 
tangled about itself that it is small 
wonder that we so easily lose sight 
of the larger job of profit manage- 
ment.” 

Mr. Bristol quoted J. P. Jordan as 
follows: 

“The distribution function is not a 
job of putting up copy. It is not a 
job of designing the most beautiful 
advertisements, or of arranging the 
most lovely programs to go out over 
the air. No, it goes beyond that, into 
the realm of executive thought. It 
goes into the realm of thinking out 
every move, not only of the distribu- 
tion department but of all other de- 
partments.” 


What They Say about 
the NEW Data File 


ADVERTISERS 


‘ 


“Your file is highly appreciated, excel- 
lently compiled, and sufficiently com- 


prehensive.” 


“This is an excellent way to file this 


data.” 


“Good idea. Thanks.” 


“You are to be complimented for your 
effort to place complete information in 
the hands of your advertisers.” 


v 


Individual filing jacket, containing five 
four-page printed data sheets, as follows: 


Data Sheet No.1 . . . 


™ a <a ae ne 
“ a. a 
Hf ae a a 
- oe. a ee 


, AY | compliment you on the com- 
pleteness of your presentation? 
It will be used many, many times.” 


“Whoever 


ADVERTISING AGENCIES 


“IIT is impossible to accept your data 

file without comment and congratu- 
lations on the excellent and complete 
job you have done.” 


is responsible for the STEEL 


presentation, deserves our compliments 
and commendation. It is the most help- 
ful presentation in the trade paper line 
I've seen in recent years.” 


General 
Editorial 
Circulation 
Advertising 
Mechanical 


This information is additional to that contained in A B C statement. 
Complete folder, or separate data sheets, on request. 


= 


Old enough to know the great 

traditions of steel . . . young 

enough to lead the industry 
in a modern age. 


For forty-eight years—IRON TRADE REVIEW 


BRANCH OFFICES: 


NEW YORK - 


Published Every Thursday 
PITTSBURGH - CHICAGO .- 
Other Penton Publications: 


qi 


PENTON 


A 
PUBLICATION 
CLEVELAND 


SAN FRANCISCO + LONDON 


Daily Metal Trade » The Foundry - Machine Design - Abrasive Industry + Automotive Abstracts - Marine Review - Power Boating 
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Direct Mail for Slippers 


A direct mail campaign to dealers 
will feature advertising of the Stone 
Shoe Company, New York, accord- 
ing to the Hazard Advertising Cor- 
poration, which was recently ap- 
pointed. The line consists of high 
priced pajama sandals, boudoir slip- 
pers, etc., heretofore handled only by 
large department stores and exclu- 
sive shops. 


To Conduct Course 


I. A. Hirschmann, director of 
publicity and sales for L. Bam- 
berger & Co., Newark (N. J.) de- 
partment store, will conduct a course 
in retail copy writing for New York 
University, beginning the second 
semester. 


New Advertising Course 


International Extension Univer- | 


| 


sity, Logansport, Ind., is now offer- | 
ing a home study course in adver- | 


tising, covering all phases of the 
subject. 


Research 


Service 


OFFERS: 
Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45th Street 
New York 
333 North Michigan Ave., Chicago 


JUST PRINTED 


FOR ADVERTISING AND SALES 
EXECUTIVES SEEKING 
THE UNUSUAL 


“in my 
black 
portiolio”’ 


by KOCH 


strikingly crisp in appearance 
and content — you should have 
it—limited edition of 1500 —a 
copy gratis to you . . just write 
to KOCH, 24 W. 56th St., 
N. Y., on your letterhead, 
and say “send it”! 


Always say 
ep & A” 


—because our out-of-town 
customers are just as en- 
thusiasticasare the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 


Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


DESCRIBES PLACE 
OF TRADE PAPER 


New York, Jan. 15—Asserting 
that “every dollar spent in selling 
the trade adds many dollars to the 
value of the consumer advertising 


Ray W. Sherman 


appropriation,” Ray W. Sherman, 
editorial director of the Hearst 
Business Magazines, has put some 
of the things he knows about adver- 
tising in a booklet, “The Place of 
the Trade Paper in the Advertising 
Plan.” 

In tracing the development of 
the business publisher, Mr. Sher- 
man used this intriguing descrip- 
tion: 

“He tore down his little brick 
school house and built a_ theatre. 
He tore up his trade paper and built 
a business magazine.” 

He describes the functions of a 
dealer paper and of a general mag- 
azine in this simple way: 

“Whether the reader of the busi- 
ness paper is a hardware retailer, 
an architect, a druggist, or what 
not, the principle is the same—the 
business magazine reader is a key 
factor in passing the goods on to 
the consumer. If he condemns a 
product, it dies. If he supports it, 
it thrives. 


Telling the Trade 


“In marketing a product, distribu- 
tion must be secured. The idea of 
selling it—and of continuing to sell 
it—must be sold to the distribution 
outlets. There are definite reasons 
why the outlets should handle the 
product and these reasons are car- 
ried to the outlets by the salesmen, 
trade advertising and other means. 
If there are no reasons why the out- 
lets should handle the product, the 
product cannot succeed unless it be 
handled by mail order. 

“If, however, there are reasons 
why the outlets should handle—and 
continue to handle—the product, 
there is a most interesting and use- 
ful story to be told to the outlets, 
and trade advertising is the best 
way to tell it. 

“A general magazine cannot tell 
this story. The general magazine 
story tells what the advertising is 
doing for the consumer. The story 
to the trade tells what is being done 
to the consumer for the profit of the 
trade.” 

Another significant statement in 
Mr. Sherman’s little essay is: 

“There never comes a time when 
a company can afford to neglect the 
people who sells its goods.” 


General Tire Pays Extra 


General Tire and Rubber Com- 
pany, Akron, has paid an extra 
dividend of 4 per cent on common 
stock and announced that an amount 
equal to the dividend has been set 
aside to finance out of season sales 
to level employment. 


Has Financial Account 


Redfield-Coupe, Inc., New York 
agency, will use newspapers in large 


IN FARM 


Publication— 
Country Gentleman ...... 
Wallace’s Farmer & lowa Homestead... 


Nebraska Farmer ..... 

Wisconsin Agriculturist & Farmer... 
Prairie Farmer .... 

Pacific Rural Press 

Ohio Farmer 

Kansas Farmer 

Pennsylvania Farmer 

California Cultivator ......... 
Dakota Farmer ........... 


Rural New Yorkev.......... " 
Weekly Kansas City Star. 

Farm and Ranch... 
Hoard’s Dairyman 


Oklahoma Farmer-Stockman ....... 
New England Homestead 

Indiana Farmer’s Guide.................. 
American Agriculturist 
Washington Farmer 
yy | 
Oregon Farmer 


Successful Farming ............ . 


The Farmer and Farm, Stock & A 


Michigan Farmer .................. eeeanariatens 


Progressive Farmer & Southern Ruralist’....................... 


SII, TIMIIIIIIINIIIE: .__...secocssnscnssiconnnsiooninssisnsossnpslsnapessassbnsosaiss 


1930 COMMERCIAL ADVERTISING 


Idaho Farmer oocccccccccccnn 
Montana Farmer 


Breeder’s Gazette 


TER I nanan cccinosss inte sasnsensseessinini 
Southern Agriculturist ........cccccccccsssssssssssseosovecsesenessesssssssesensees 


Utah Farmer 


Western Farm Life 
Southern Planter ¢. 


Arizona Producer 
Florida Grower 


Farm Journal 22... ennnnnenenennnninnnn 


Arkansas Farmer 
Dairymen’s League News 


Better Fruit 


American Fruit Grower Magazine....... 


New England Dairyman 


Missouri Farmer 


Dairymen’s Journal . 
Bureau Farmer ....... 


American Farming 
Southern Cultivator . 


*Average of five editions. 


National Livestock Producer ROE erent na 
Farm Mechanics -e.......cccccccccccccssssssssssesessvsssvessssvsvasssssssssnsessneee 


Farmer’s Home Journal............................... 
No report for Florida Farmer and Iowa Farmer & Corn Belt Farmer. 


PAPERS 

Lineage Gain or Loss 

1930 1929 
. 582,126 —94,557 
. 555,276 +62,840 
504,824 —60,444 
468,451 —95,719 
. 443,198 —31,311 
wee 427,712 —60,585 
. 385,210 — 6,206 
382,919 —53,571 
382,681 —78,556 
. 382,446 —24,795 
361,300 + 6,121 
a 357,989 —55,997 
I ee 339,534 —62,645 
. 337,093 —55,188 
RT aa 330,433 oe 
pee So es 328,503 —67,537 
ae ile ese ene 314,649 —11,369 
302,145 —10,565 
uu. 297,809 —27,936 
. 297,603 —65,485 
296,438 —65,675 
mr .. 284,585 — 9,044 
sia 281,664 + 1,810 
. 267,767 —19,360 
261,393 — 5,240 
. 248,414 —82,653 
244,010 —30,099 
.. 242,521 —21,614 
ee 230,575 —52,312 
218,646 — 3,106 
193,109 —23,873 
—_ 192,301 —53,485 
178,494 +31,367 
as 173,725 —18,980 
—31,503 
—33,455 
arate +41,098 
mae 860 
ECL Cann F- +27,675 
+ 6587 
sinssaiaipbasdedcuticass . 85,841 + 815 
74,670 — 8,532 
i er 
Cees 69,261 —15,564 
| 
" 61,529 — 2,835 
8 ee 
54,271 —18,058 
piesccacta teen besminsicts osavest 45,976 —17,109 
pbSioss 34,370 — 1,549 
en 16,937 + 2, 085 


—Standard Farm Papers, Inc. 


Follows Harwood to 
Lennen & Mitchell 


Following the acquisition of Frank 
W. Harwood from Liberty, Lennen & 
Mitchell, New York, have added 
Frederick Dickinson to their staff. 
Like Mr. Harwood, Mr. Dickinson 
becomes a _ vice-president. 

He spent 15 years as advertising 
director of the Hupp Motor Car Cor- 
poration, whose account is handled 
by Lennen & Mitchell. Mr. Harwood, 
former advertising director of the 
American Tobacco Co., will work on 
the Old Gold account. 


Receiver Named for 


Schulte-United, Inc. 


Schulte-United, Inc., and its sub- 
sidiary, Miller’s Inc., operating 5 
cent to $1 stores, have filed an in- 
voluntary petition in bankruptcy. 
The action was attributed to high 
priced leases, frozen assets and in- 
ability to secure normal credits. 

D. A. Schulte, Inc., is the holding 
company for these companies and 
the Schulte cigar stores group, but 
+ is no financial liaison between 
them. 


Auburn Sales Up 


Auburn retail sales at the New 
York Automobile Show ran 54 per 
cent ahead of last year, N. E. Mce- 
Darby, director of sales reports. 

Distributor and dealer orders 
taken during the week numbered 
5,200, compared with 2,390 last year. 
Cord sales also gained. 


New Campaign Would 


Banish Pessimism 
Thirty-five newspapers carried 
copy placed by the Philadelphia-Busi- 
ness Progress Association this week 
appealing to business men and trade 
associations to join a movement “to 
banish the destructive spirit of pes- 
simism now prevailing.” 


Rankin Joins Rankin 
Robert H. Rankin, son of the presi- 
dent, has joined the Chicago staff of 
the William H. Rankin Company, 
New York. He was chairman of the 
radio department at the Berlin ad- 
vertising convention. 


Get Food Account 


The Morrison Company, Philadel- 
phia, manufacturers of Mrs. Morri- 
son pudding and pie filling, has ap- 
pointed Martin-Pilling-Shaw, Inc., of 


cities for the Allied Business Cor- 
| poration Shares, Inc., a new account. 


that city. 


Buying Service 
Is Developed 
in Brooklyn 


New York, Jan. 15—The con- 
sumer’s desire for economy has given 
birth to several “buying services,” 
the most aggressive of which ap- 
pears to be the Badger Buying Serv- 
ice, of 1903 Ocean avenue, Brook- 
lyn. According to the advertising of 
this organization, it is buying na- 
tionally advertised merchandise for 
consumers at special discounts. 

One of the company’s circulars 
said: 

“Instead of worrying and wonder- 
ing what may happen to your antici- 
pated buying intentions, allow us to 
prove how you can create guaran- 
teed savings results. 

“Our service is really a personal 
one and absolutely indispensable to 
every family. 

“See us before making your next 
purchase. That extra gift or two 
which usually is such a problem can 


Council Now Has 
2,100 Members 


Eight applications for mem- 
bership in the Chicago Adver- 
tising Council were received 
this week, bringing the total 
up to the 2,100 mark, 

The Council is believed to be 
the largest local advertising 
organization in the United 
States. ° 


be eile with the savings from 
your regular shopping list. 

“You save from 14 to 40 per cent 
on your purchases of nationally ad- 
vertised products through our 
service.’ 

penlil the articles listed under 
this head, no brands being indicated, 
are toys, watches, dresses, shoes, 
heaters, radios, fur coats, hosiery, 
cameras, silverware, vacuum clean- 
ers, electric clocks, automobiles, jew- 
elry, and a host of others. 


“Hardware Age” 
Appoints Cosgrave 


Hardware Age, New York, has 
appointed P. J. Cosgrave, formerly 
New York representative, advertis- 
ing manager. 

H. G. Blodgett has been trans- 
ferred from the Philadelphia to the 
New York office, and L. V. Row- 
lands has been added to the New 
York staff. 


$ DOUBLE 


1200 ROOMS 
WITH 1200 BATHS 


@ Alll rooms are outside. . 

@ All rooms have Servidors. 

@ Alll rooms have Circulating 
Ice-W ater 


OPPOSITE PENNA. STATION 


31* ST. & 7% AVE. 
NEW YORK . 


BUSES STOP 
ead AT DOOR 


a 


Forms for March 
The New Season 
Preparations 
Number 
Close on the Dot 
February 20th 


Our February 
shows another big 
gain in advertising 


—simply because of the 
lively buying activity in the 
Golf Market and GOLF. 
DOM’S proven ability 

guide the field’s purchases 


The Business Journal of Golf 
236 North Clark Street, Chicago 


issue 
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Information 


for Advertisers 


(Continued from Page 4) 


of the business executives who are 
readers. 


173. Iowa Grocery Jobbing Terri- 
tories, 1930. 

This is an unusually interesting 
graphic presentation of the opera- 
tions of 24 food distributors, show- 
ing the counties in Iowa in which 
they are active. Should be helpful 
to advertisers interested in food 
distribution. Issued by the Des 
Moines Register and Tribune. 


194. The Marketing of Store Equip- 
ment and Supplies. 

This booklet by Retailing indi- 
cates that the big market for store 
equipment is among department 
stores with annual net sales of more 
than $1,000,000. It tells how the 
publication’s circulation coincides 
with the market. 


The Des Moines Reg- 
ister and Tribune sells 
68% of all Sunday 
and 56% of all daily 
newspapers circulated 
in central two-thirds 
of Iowa. This includes 
newspapers published 
out of state as well as 
in lowa—4]1 all told. 


CHURCH MANAGEMENT 


The Business Magazine of the Churches 


The Churches of America Spend Each 
Year More Than n $800, 000,000.00 


Auditorium B Building 
Cleveland - - - - - Oh 
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PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 
fied customers, it would remove doubt and get the 

orders. Do not allow testimonial letters to lie idle 
in your files—; pve coples to your men and Increase 
sales thru their use. Write for samples and prices 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicago 


REDUCE YOUR COST 
oO Z SELLIN by using Direct Mail- 


Letters, Post Cards, 
Folders, Blotters, Booklets, Catalogs, ete., etc. 
Postages and The M i 


ly since 1915—is entirely 
devoted to Direct Mail Advertising and Seiling. 
Tells how es reduce selling cost. Full of sound 
ion and facts. $2.00 a 
year. At end nd of year, we return $4.00 if you are 
not satisfied. Send 25c for ony copy: 


Postage and Mailbag cert, Hr°¢" 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 

convince you that we can get you the right con 
nection. While we operate under the emplayenens 
agency law, our methods are unlike any other 
agency. 


PROFESSIONAL & OFFICE SERVICE 
(Agency) 


Chrysler, Prop. 


Gu 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


For Dependable 
Photostat Service 


Fr.A RUSSO we. 


pty + K AVE. 509 FIFTH AVE. 
60 E.42ndST. 250 W. 57th ST. 


VANderbilt 9975-6-7 
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Find New Basis for 
Merchandising G-E 
$6,000,000 Drive 


(Continued from Page 1) 


detail and to sweep as many 
obstacles as possible from his path. 

The advertising also is based on 
the well known fact that there are 
but 2,000,000 refrigerators in the 
country’s 20,000,000 wired homes, so 
that the saturation point is many 
years away. It is also designed to 
change the percentages revealed by 
an analysis of how sales are made. 
About one-half of them still result 
from cold turkey canvassing by 
salesmen; 30 per cent result from 
advertising and the other 20 per cent 
come from store leads. Mr. Daily 
believes that the last figure should 
be considerably higher and efforts 
to that end are being made. 


Breaks the Ground 

Direct mail is being used in many 
ways, one of the most important be- 
ing to precede and follow the sales- 
man to names indicated by dealers. 
One of the most successful direct 
mail pieces was captioned on the out- 
side, “I guess I’ll wait,” and on the 
inside, “I guess I won’t!” 

The telephone canvass, with care- 
fully prepared sales talks by girls, 
is one of the services offered to deal- 
ers which has been helpful in de- 
veloping live leads and cashing in 
on the advertising. Another factor 
has been the “Silent Hostess” mag- 
azine, which sells the idea of food 
preservation primarily, and G-E in- 
cidentally. Authorities contribute to 
this magazine, which is one of the 
strongest levers used by the com- 
pany in pulling inquiries. 

The magazine has a circulation of 
500,000, and the policy of sending it 
free for one year only has developed 
a considerable paid circulation. 

The latest effort along this line is 
the creation of “Silent Hostess Pic- 
torial,” another magazine which will 
go to the women who already own 
G-E refrigerators. Its mission will 
be to persuade the owner to talk 
about the refrigerator, thus develop- 
ing some valuable word-of-mouth 
publicity. 

Many Campaigns 

The company has broken down the 
direct mail idea until it has separate 
campaigns for public utilities who 
merely wish to sell the idea of re- 
frigeration, and others who wish to 
sell the product. 


A fair share of the 738 tons of 
direct mail sent out each year is 
devoted to the apartment house and 
commercial fields, which are also 
cultivated by advertising in 32 busi- 
ness papers. 


The company’s correspondence 
selling course has helped eliminate 
salesmen who would like to get some 
business if it weren’t too much 
trouble. 


This course has 11,000 students, 
none of whom can get another lesson 
until they have finished the one they 
have. A large percentage of the 
company’s distributors, dealers and 
salesmen have graduated from this 
course. 


“Door openers” are another means 
of helping salesmen get past the 
initial barrier to sales. They take 
many forms, one of the most inter- 
esting of which is a new type of 
bridge score pads. These were 
evolved for the special benefit of the 
bridge player who is dummy for the 
moment, and is therefore glad to 
have something to read. 


Other “Door Openers” 


A “left over” booklet, which tells 
the housewife what to do with food 
left over from a meal, an economy 
chart, a glass rolling pin, a glass 
water bottle, and the “Knight in the 
White Castle,” a story book contain- 
ing four-color illustrations for the 
youngsters, are other material which 
help salesmen get into homes. 

Co-operation with other manufac- 
turers in field work plays 
another role in the company’s pro- 
motion efforts. This brings it into 
contact and joint promotion with 


still | - 


food manufacturers in cooking 


schools, demonstrations, model 
homes, etc. 
“Our sales in 1930,” concluded 


Mr. Daily, “were 30 per cent ahead 
of 1929, and our quota for 1931 an- 
ticipates another gain of about the 
same size. 

“We expect to obtain this by in- 
sisting that dealers make an organ- 
ized effort to identify themselves 
with us and our advertising, and 
follow a definite advertising and 
sales program. 

“We teach them that advertising 
alone is not enough to get the busi- 
ness, but that it is a great worker 
for those who really want sales and 
are willing to earn them by real 
effort.” 


STRITMATTER IS 
TAKEN BY DEATH 


Cincinnati, O., Jan. 15—Albert 
Stritmatter, 58, vice-president and 
treasurer of The Starchroom Laun- 
dry Journal, and vice-president of 
the Bachrach Printing Company, 
died here January 10 of pneumonia. 

Mr. Stritmatter was born in 
China. His mother was the first 
medical missionary to that country 
and his father was a religious 
worker there. The illness of the 
father, who died shortly thereafter, 
brought the family to the United 
States when Mr. Stritmatter was a 
child. 

Mr. Stritmatter secured both his 
elementary and college education 
through his own efforts. Writing 
for technical journals as a side line 
while employed as a stenographer in 
a gas engine factory, he elected class 
publishing as a life work, and seized 
his first opportunity to secure a full 
time editorial position on one of the 
papers to which he was contributing. 

For nearly 20 years prior to re- 
turning to the Starchroom Laundry 
Journal as editor in 1921, a connec- 
tion he severed in 1913, he served 
several business papers, usually in 
the dual role of editor and advertis- 
ing representative. 

Interment was at Columbus, O., 
the residence of a brother, Edward, 
and a daughter. His widow, a son 
and another daughter also survive. 

Baker’s Tribute 

E. J. Baker, editor of Farm Im- 
plement News, Chicago, a publica- 
tion Mr. Stritmatter represented 
from 1913 to 1918, said of him: 

“His extraordinary ability and 
versatility, plus the spirit of an in- 
defatigable worker and an interest 
in every detail connected with his 
work, made Albert Stritmatter the 
despair of other space salesmen. 

“We called him our ‘triple service 
man.’ Not content with representing 
us to advertisers, the work for which 
he was engaged, he mopped up all 
editorial material in his territory 
and spent every spare moment solic- 
iting subscriptions. 

“In connection with this work, he 
set for himself the task of collecting 
from every dealer in his territory a 
list of the publications to which the 
dealer subscribed and other informa- 
tion of interest to our advertisers, 
who came to make extensive use of 
the data.” 


Named by Norwich 
The Norwich Pharmacal Co., Nor- 
wich, N. Y., has appointed Chur- 
chill-Hall, Inc., New York, to direct 
the advertising of Unguentine rec- 
tal cones and Antoinette Donnelly 
cosmetics. 


Agency for Tools 
G. F. Barthe & Co., Syracuse, 
N. Y., will use business papers and 
direct mail for the David Maydole 


Tool Corp., formerly the David May- | 4 


dole Hammer Co. 


> 


Coming 
Conventions 


March 3—Annual get-together of 
Export Managers Club of New York 
at Hotel Pennsylvania. 

May—Advertising Affiliation at 
Hamilton, Ont. 

May 27-29—Annual convention of 
National Foreign Trade Council in 
New York. 

June 21-25—Annual convention 
Pacific Advertising Clubs Associa- 
tion at Long Beach, Cal. 

Sept. 1-4—Associated Sign Con- 
tractors of North America at Min- 
neapolis. 

Sept. 14-18—Financial Advertis- 
ers’ Association in Boston. 

Oct. 4-7—Insurance Advertising 
Conference at Toronto. 

Oct. 7-9—Direct Mail Advertis- 
ing Association at Buffalo. 

Oct. 22-283—Audit Bureau of Cir- 
culations in Chicago. 

Feb. 26-27. Fifth District, Adver- 
tising Federation of America, at 
Huntington, W. Va. 

March—Eleventh District, Adver- 
tising Federation of America, at 
Denver, Colo. 


Crowell Uses Big 
Newspaper Space 

The Crowell Publishing Company, 
New York, took five pages in each 
of 12 daily newspapers of January 
13 to exploit its four magazines. 
The advertisement is said to have 
been the largest ever placed in 
dailies by a publishing house. 

The newspapers used were the 
Chicago Tribune, St. Louis Globe- 
Democrat, New York Times, New 
York Herald Tribune, New York 
Telegram, Philadelphia Bulletin, 
Detroit Free Press, Boston Herald 
Traveler, San Francisco Examiner, 
Cincinnati Enquirer, Cleveland Plain 
Dealer and Los Angeles Times. 


Expert to Broadcast 
Direct from Paris 


Capt. Edward Molyneux, French 
couturier, will speak to the women 
of America direct from his atelier 
in Paris February 6. The Columbia 
Broadcasting Company has arranged 
the event. 

The program is one of a series 
of 14 sponsored by Henry Glass & 
Co., New York, Peter Pan fabrics. 


O. K. Silk Campaign 


The Raw Silk Association of 
Japan has approved the promotion 
campaign proposed by the Silk As- 
sociation of America, New York. 

The Japanese organization voted 
$250,000 a year for five years. The 
advertising will begin about July 1. 


Increase Milk Budget 


Smaller producers have contrib- 
uted to the advertising fund of the 
Washington Dairy Products Bureau, 
Seattle, bringing the appropriation 
for the fiscal year up to $60,000. 


Receiver for Agency 
The Irving Trust Company has 
been appointed receiver for Living- 
ston Advertising Associates, New 
York agency. 


Wholesale Grocers 
and Canners 
CONVENTIONS 


Will be highlighted in 
the February issue of 
this magazine—in the 
usual inspiring, brief, 
informative style. 
splendid issue in which 
to have your adver- 
tisement or start your 
campaign. Write for 
details. 


The New Era in 


FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


@ ADVERTISING 
CALENDARS 


. Business Advertising Cal- 
endars 

‘ Cooperative Dealer Calen- 
dars. 

. Agency Imprint Calendars. 

. Postage Saving Features. 

. Special Calendars to order. 
PROPER PREPARATION 
AND SERVICE 
Give us an idea of your prefer- 
ences and we will send samples— 

no obligation. 


The STONE 


PRINTING AND 
MANUFACTURING CO. 


ROANOKE, VIRGINIA 
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N the strict basis of unit cov- 

erage of hospital buying 
power per dollar; on a basis of 
visibility of advertising; on a basis 
of editorial leadership, Hosprrau 
MANAGEMENT is the best buy in 
the hospital field. Ask for the new 
folder that tells the whole story. 


HOSPITAL 
MANAGEMENT 


537 South Dearborn Street, Chien 


The ye vf hospital paper member 
of both the A.B.C. and A.B. P. 


Advertising Ag A 


THE NATIONAL NEWSPAPER OF 3/8 
may be purchased at the following News- 


stands in New 1 New York City: 
WOOLWORTH £ BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG., TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
420 Lexington Avenue 


everybody reads the news 
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ADVERTISING AGE January 17, 1931 
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The Personality of 


America’s Finest Engraving Plant 


Visitors notice it—clients remark about it— all of us 
here feel it—a “something, sort of a driving force that 
gets the work done and still keeps everybody happy. Intan- 
gible, yet of worth to us and to those whom we serve, this 
thing has gone far beyond our doors. It has attracted the 
finest artisans of the business —has spread the fame of this 
shop from Oregon to Georgia. We like to think of it 


as The Personality of America’s Finest Engraving Plant.” 


COLLINS & ALEXANDER, INC. 


CHICAGO 
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